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Gary Cooper says Hollywood 
isn’t phoney. 

That’s right, the town can’t help 
it if so many phoneys insist on 
hanging around. 

FF 

According to a story in ADVER- 
TISING AGE, the Leo Burnett Com- 
pany is one advertising agency 
which has proven its willingness to 
bleed for its clients. 

- = © 

Admirers of Ben Duffy say that 
to become president it isn’t neces- 
sary to be born in a log cabin— 
just get a good start as a space 
buyer. 

oe: 

The Products of Tomorrow Ex- 
position, which was to have been 
held in Chicago next month, has 
been indefinitely postponed. Ac- 
cording to the CIO, tomorrow’s 
products will be a few days late. 

v v v 

AFRA executives insist they 
would prefer never to become 
identified with the AFM in any 


much like J. Caesar Petrillo. 
y Poy 
In 1946 trade associations will 
spend almost as much for public 
relatior “ work as advertising, AA 
reports. And the p.r. boys will 
measure the linage just like the 
advertising agencies. 
v v v 
“Price ceilings must be adjusted 
if they deter or distort produc- 
tion,’ CED’s research experts in- 
sist. But in Mr. Bowles’ mirror, 
OPA prices are never distorted. 
v Vv 
Samuel J. Feldman seems to 
think duPont is deliberately de- 
priving women of nylon stockings 
by holding out on the hosiery 
makers. If women in America 
ever rebel, it will be for something 
like that. 
>, VV F 
Merrill, Lynch, Pierce, Fenner & 
Beane, the country’s largest in- 
vestment advertiser, added 30,000 
accounts last year, they report. In 
1945 the stock market advertised 
itself pretty well. 
, F v 
“We must admit,” admits the 
marketing committee of the Na- 
tional Coal Association, “that mer- 
chandising methods throughout the 
industry leave much to be desired.” 
_ You mean they’re just a little 
dirty? 
v v v 
Funk & Wagnalls is advertising 
John Baker Opdycke’s book, “Be 
ae When You Speak, When You 
Write.” 
Wonder if he included anything 


on how to break people of the 


habit of saying “disinterested” 
when they mean “uninterested’’? 
*. = v 


Liquor advertisers can’t use pic- 


‘ures of women in their Ohio copy, | 


and say that’s discrimination. 
What’s the difference, as long as 
they insist on being in the sales 
cture? 
aa, ae 

Resort advertisers spread them- 
selves when they talk about their 
‘imate, but they’re a good deal 

re conservative when they speak 
' the weather. 

Copy Cus. 


connection, even self-protection. | 
But to some people, they look too. 


Reynolds Pen Co. 
Makes $3,750,000 
in Two Months 


Unique Promotion, 
Odd Factory Used 
by Lamb, Reynolds 


By ROBERT MURRAY JR. 


Chicago, March 6.—It seems that 
a very tidy sum of money can be 
made on a tennis court. 

Milton Reynolds, chairman, and 
Franklin Lamb, president, of Rey- 
nolds International Pen Company, 
informed ADVERTISING AGE this 
week that in December and Janu- 
ary alone their company’s profit, 
before reserve for federal taxes, 
amounted to $3,755,112.96. Their 
pens are turned out in what used 
ito be a private indoor tennis court 
|and clubhouse. It makes one won- 
\der what Mr. Reynolds and Mr. 
|}Lamb could do with a golf course. 


Geared for $100,000 Daily 
Reynolds claims to have sold 


/ 700,000 pens in January and 400,- 
(000 in December, This indicates | 
a profit, before taxes, of about} 
$3.50 a pen. On a 30,000-unit daily | 
output, the company’s gross profit | 
would be about $100,000 a y, 
which is not bad—especially on &n 
original investment of $26,000. 

Mr. Lamb insists that the five- 
month-old company’s success is 
just a matter of luck. But Mr. 
Lamb is a wag, although luck con- 
tributed to the achievement of 
making 1,500,000 ball-point pens | 
with a gross retail sales total of | 
$18,500,000 since last October.| 
Novel merchandising and advertis- 
ing on Reynolds’ part Obviously 
has helped as much as the pen 
shortage and the inherent promo- 
tional value of the product itself. 


Everyone Is Surprised 


Certainly the nine men who 
|started the operation in October 
did not suspect their business 
would ever amount, as it has, to 
production of 30,000 pens a day. 
When they filed an anti-trust suit 
against Eversharp and Eberhard- 
Faber last fall, they contended 
that the defendants, by claiming 
non-existent patent rights to ball- 
|pointed pens, had prevented Rey- 
nolds from getting its fair share 
| of a potential national pen market 
estimated at $12,000,000. 

| Reynolds failed to get the tem- 
| porary injunction it sought in 
order to restrain the defendants 
from allegedly coercing retailers 
not to buy from Reynolds, and the 
anti-trust case now revolves 

(Continued on Page 64) 


Editorial integrity 
admired .. . See ‘Voice 
of the Advertiser,’ Page 
26. Other features: 


|initial newspaper tests next week to a large list of papers in 
| parts of the country, although distribution is not yet nationwide. 


If effective, fast-acting 
Bayer Aspirin does not 
relieve your headache... 


DON'T EXPERIMENT! 


Challenge on 


——=—-- FCC Report Lashes 
| af ‘Ad Excesses’ 
in Program Review 


New Procedures Are 
Invoked to Prevent 
Program ‘Imbalance’ 


by millions of normal people without ill effect! 


ALWAYS ASK 
FOR GENUINE 


BAYER AsPIRIN 


TESTING—This copy for Bayer aspirin 
in several small cities is a test in large 
newspaper space of a theme used by 
the Bayer Co. division of Sterling 
Drug on its radio programs. Thompson- 
Koch, Inc., New York, is the agency. 


Wallace Tosses 
Ball to Industry 
on Standards Work 


Agrees to Enlarged 
Role for American 
Standards Assn. 


New York, March 8.—Secretary 
of Commerce Henry A. Wallace, in 
a letter last week to C. E. Wilson, 
president of General Electric Com- 
pany and chairman of the Policy 
Committee on Standards, pre- 
sented a challenge to private en- 

(Continued on Page 78) 


Last Minute News Flashes 


NAM Adds 2,000 Weeklies, Some Dailies 

New York, March 8.—The National Association of Manufacturers is 
beginning its four-advertisement national advertising campaign 
through Benton & Bowles, in an additional list of about 2,000 weeklies 
and between 50 and 60 dailies this week. The additional coverage 


Washington, March 7.—While 
acknowledging that advertising is 
an “indispensable part of our sys- 
tem of broadcasting,” the FCC to- 
day outlined a new licensing pro- 
cedure “to eliminate excesses’ and 
“insure a well-balanced program 
structure.” 

Announcement of closer super- 
vision of radio’s program structure 
was contained in a detailed study 
of “Public Service Responsibilities 
of Broadcast Licensees,” which cli- 
maxed the running debate over the 
argument that advertisers have 
taken control of the industry away 
from station owners. 

In its report, FCC cites chapter 
and verse in outlining “advertising 
excesses” of the major networks, 
advertisers and stations. Discuss- 
ing a 15-minute dinner hour 
schedule of WTOL, Toledo, on 
Nov. 14, 1944, for example, the 
report observes that “on Thurs- 
day, WTOL interrupted its spots 

(Continued on Page 80) 


will bring the campaign into most key industrial and political centers 


of more than 30,000 population and into key farm centers. The NAM 
is also considering highly tentative plans for a new long-range adver- 
tising program to begin late in the year. 


O-Cedar Account to Y&R’s Chicago Office 

Chicago, March 8.—O-Cedar Corporation, maker of polishes, waxes, 
dust and polish mops and other products, has placed its account with 
the Chicago office of Young & Rubicam, effective July 1. 
ad budgets have been running about $800,000 annually. 


Roma Wine in ‘Lowest Price’ Campaign 

San Francisco, March 8.—Roma Wine Company, subsidiary of 
Schenley Distillers, is launching a campaign in newspapers of 136 
major cities in 26 states and in spot radio to promote “lowest prices 
in years.” Network radio and magazine campaigns continue, although 
the magazine series may be curtailed this summer. Biow Company 
is the agency. 


Expands Tests on Old English Powdered Cleaner 

New York, March 8.— Boyle-Midway division of American Home 
Products, which last October named Al Paul Lefton, Philadelphia, to 
handle its new product, Old English powdered cleaner, will expand 
all 
Spot 
radio has also begun in the same markets. 


Jean Jordeau Shifts to Flanagan Agency 

South Orange, N. J., March 8.—Jean Jordeau, Inc., has shifted 
from Federal Advertising Agency to James R. Flanagan Advertising 
Agency, New York, for Zip-Epilator, cream hair remover and de- 
odorant. 


McCann-Erickson May Buy $2,000,000 Building 
New York, March 8.—McCann-Erickson, currently at 30 Rockefeller 


Plaza, is reported as the advertising agency about to purchase the 
26-story “Ruppert” building at Madison Ave. and 41st St., for about 


Ad-libbing 12 
Admen Coming Back 74 
Business Paper Linage. 56 
Editorials 12 
| Feature Page 55 
| Getting Personal . 30 
| Information for Advertisers . 
In Washington . 
Photographic Review 83 
Private Lines . 76 


| Rough Proofs | 1 


$2,000,000. 


(Additional News Flashes on Page 80) 


O-Cedar | 


McKesson Accepts FTC 


Free Deals 


Showdown Looms on 
Commission Crusade 
Against 'Free' Goods 


Washington, March 7.—A show- 
down on the Federal Trade Com- 
mission drive to eliminate “free 
deal” advertising was in the mak- 
ing today, with McKesson & Rob- 
bins going to bat for “a customary 
and long established method of 
distributing and pricing merchan- 
| dise in the drug field.” 
| Instead of relying on the fact 
|that the cosmetic line involved in 
this case has been dropped, the big 
drug organization faced up to the 
developing FTC crusade against 
| “free,” contending the practice, as 
| used in the drug trade, “is not 
| false, misleading or deceptive, and 
‘does not have the tendency and 
capacity to mislead or deceive 
wholesalers, retailers or individual 
agents, whether trusting or sus- 
picious.” 


FTC on Crusade 


For more than a year now, FTC 
has been busy re-examining the 
compromises on “free” which were 
arranged before the war. Already 
more than a score of complaints 
have been issued, calling for com- 
plete avoidance of the term wher- 
ever tie-ins or special services are 
involved. 

A few weeks ago, a six-year-old 
stipulation involving the Van Vleet- 
Ellis division of McKesson & Rob- 
bins, distributor of Golden Brown 
cosmetics for Negroes, was re- 
opened, with FTC denouncing the 
expression “free of extra charge” 
which was adopted at the time of 
the earlier drive. 


Denies Any Misconceptions 


With the entire drug trade con- 
tending that “free” as applied to 
drugs is a well established and 
thoroughly understood expression, 
McKesson & Robbins slides over 
the fact that the Golden Brown 
line was suspended “for independ- 
pant business reasons &fter gross- 
ing only $2,377.50 last year,’ and 
plunges full-scale 


instead into a 


Majestic Record 
Albums Feature 


Dance Lessons 


St. Charles, Ill., March 6.—Ma- 
jestic Records this week issued the 
first of a series of phonograph 
records to be sold in ‘‘one-pocket”’ 
albums bearing diagrams and in- 
structions on dance steps by Ar- 
joy Murray, noted dance author- 
| ity. 
| Released this week “Walter 
|Winchell Rumba” and “Without 
| You,” played by Noro Morales’ or- 
|chestra. An inside spread on the 
jalbum features Arthur Murray 
;rumba instructions. 

The innovation was described by 
James J. Walker, president of Ma- 
jestic, as offering the purchaser a 
dual value, “by providing these 
instructions in a form which will 
‘not easily become misplaced and 
which can be used over and over 
right in the purchaser’s own 
home.” 
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defense of the practice. 


Head-on the firm meets 


tion or discounts for 


actually “free,” contending in re-|display or advertising.” 


ply that the “aggregate 
mined by the regular or cus- 
tomary price of most of the units,” 
nothing being added for the re- 
maining units, which are referred 
to as “free of extra cost” or “free.” 


that “free” and 
cost” as used in promotion mate- 
rial addressed to house-to-house 
salesmen represented offers which 
“in truth or in fact are not free, 
or a gift, or gratuity, delivered to 
the purchaser-agent or purchaser 
without cost or extra charge.” 

As it has in other recent cases, 
FTC relied on the interpretation 
that the price of “free” goods “is 
included in the costs of other ar- 
ticles which the recipient must 
purchase to get the so-called free 
goods.” 

Free deals, McKesson & Rob- 
bins argued, are “a particularly 
useful means of giving compensa- 


selling | 
price” of deals is generally deter-| 


| days, 


initely. T ld-fashi 7 
In its complaint, FTC contended |™*¢ y ods aeenes pay 


“free of extra) 


Expanding on the history of the| to distribute the line,’ the drug 
practice, the firm observed that|company explained. 


there are perhaps 300 such com- 


time in the drug industry, some) 


for a limited period of 30 to 60 
others continuing indefi- 


sale” at the corner drug store “is 
in substance an instance of such 
combination offers,’ McKesson & 
Robbins said. 

“The basic method of pricing in 
such offers, which may refer to 
certain units as free of extra cost, 
is simple, clear, direct; a method 


'which can have no tendency to 


mislead or deceive; and a method 
with which wholesalers, retailers 
and individual agents are familiar 
and by which none of them can be 
or are deceived,” the firm said. 


Offers Are Attractive 


Finding house-to-house calls an 
effective way of making sales, and 
creating “repeats” for neighbor- 


| individual 


quantity |hood druggists, the Van Vleet-Ellis;to the items, the price of whica | 
the purchases, or special and unusual/ division determined to make “un-|determined the aggregate tine Macfadden Plans 
charge that “free deals” are not|services, such as selling effort or|usually attractive offers to such | price, such price was not in excess |# 


individual agents to induce them |of the customary price. 

“The cost to the individual agent 
‘of the units included in the 
“After contact had been made!|monthly combination offer was 


bination offers in existence at any| with prospective agents it was the|\usually less than the cost of 


practice to make each month tojsuch items to the retail druggist, 
agents one or more/and frequently less than the cost t 
combination offers. |the wholesaler, such attractive 
“Such offers differed as to num- | prices being in recognition of the 
ber of items and the number of unusual services performed by the 
units of the item included, but| individual agent.” 
would consist of a combination of 4 Sere — eee 2 
units of various items for an ag- Oakite Plans Largest 
s egate — Shag in excess of ‘Campaign in Mid-March 
the usual selling price of the; Qakite Products, Inc., New York, 
items not referred to as ‘free of! about March 15 will launch the 
extra cost,’ nothing being added | largest spring newspaper cam- 
to the aggregate selling price for|paign in its 37-year history, in- 
the remaining units. perm gery the list to 213 papers, as 
|well as increasing space. 
Had Established Value | In addition : Parente’ and 
“The items included in the com- Woman’s Day, Oakite will use 
bination offer for which nothing|space in Everywoman’s, Family 
was added to the aggregate selling|Ci7™cle and Western F aaipon Home 
rice, had a real marke l |economics programs on stations in 
customary selling ane Fey typical | Boston, Philadelphia, Los Angeles 
items being face powder, toilet |?) San Francisco also are scned- 
enter Gand Yale Geemein ’ |uled. Agency is Calkins & Holden, 
g, and as|New York. 
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\; \\ prepared in Spanish 


ATIN AMERICAN readers 

will find within its pages the 
names of the leading American ex- 
porters of Pharmaceutical and Bio- 
logical Products, Chemicals, Crude 
Drugs and Extracts . . . Vitamins, 
Foods, and Nutritional Products... 
Cosmetics and Toiletries .. . Supplies 
for the Pharmacy, Home, Hospital 
and Laboratory ... Optical and Pho- 
tographic Materials and Articles for 
Personal Hygiene. Compiled with 
the assistance of these exporting 
manufacturers, the BUYERS 
GUIDE not alone brings with it de- 
tailed information of their goods and 
services, but the assurance that their 
Latin American sales are supported 
by sustained advertising in EL 
FARMACEUTICO, thus facilitat- 


ing their distribution to the consumer. 


. 


W YORK 18, N. Y. 


& 


Advertising Age, March 11, 194 


‘Sport’ Magazine, 
29-Cent Monthly 


New York, March 7.—First post- 
war venture by Macfadden Pupb- 
lications, Inc., will be a month), 
magazine, Sport, with initial prin: 
order to depend on findings from 
current field tests and on paper 
availability. The first issue 
planned for mid-August. 

O. J. Elder, president of Mac- 
fadden, said the company “wij! 
strive for newsstand sales, al- 
though a subscription organization 
will be maintained. He added tha; 
the new publication, selling for 25 
cents, will have the “highest pro- 
duction budget per copy of any 
Macfadden property.” Page size 
will be 7x10. 

Sport will cover all phases of 
its field, with particular emphasis 
on baseball, football, basketbal] 
horse racing, tennis, hockey, golf 
and heavyweight boxing. Pictures 
will be used, but Sport will not be 
a “picture” magazine, in the ac- 
cepted sense of the word. 

Editor-in-chief will be Ernest V. 
Heyn, recently in the Army, pre- 
viously editor-in-chief of Liberty, 
and editorial director of Photo- 
play and Radio Mirror. John F. 
Schiller, advertising director of 
Macfadden Men’s Group, will also 
be advertising director of Sport. 


is 


Swan and Larus 
Drop Net Shows 


New York, March 7.—Two im- 
portant network shows folded this 
week as Larus & Bro. Company, 
Richmond, and Lever Bros. pulled 
in their promotional horns. 

Larus will discontinue sponsor- 
ship of “Guy Lombardo and His 
Royal Canadians” on ABC, Tues- 
day, 9-9:30 p.m., EST, on April 2. 
Heard for Chelsea cigarets, the 
program is reportedly being 
dropped because of a slowdown in 
Chelsea sales. Warwick & Legle: 
is the agency. 

Lever is dropping “A Woman's 
Life,” five-times-weekly CBS serial 
for Swan soap, as of March 9, 
because the supply of industria! 
fats is inadequate for increased 
civilian demands. 

The second 1946 quarter may see 
a slight increase in fats and oils 
quotas for soap producers, but 
until the Department of Agricul- 
ture makes a definite decision, 
prospects for soap makers remain 
uncertain. No other soap producers 
have thus far indicated budget 
cuts. The Swan agency is Young 
& Rubicam, New York. 


Returns to ‘Am. Exporter’ 


Scott Gilmore, recently released 
from Army, has returned t 
American Exporter as New York 
manager. 


Paper is scarce and valuable 
... avoid hoarding and waste. 
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THE MARTIN CANTINE COMPANY 
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One Inch Sure” means adequately sized piping 
t only between the water main and the 
ding but also within the building 
If, 


IME AND AGAIN, through its fifty-six years 

of continuous and vital service, DOMESTIC 

ENGINEERING has demonstrated the con- 
stant alertness of its organization to the essential requirements of its 
industry and of the nation. 

Effective dramatization of these requirements through ‘the use of 
many successful industry-wide editorial programs has made its mark 
in promoting and maintaining the welfare, comfort and convenience 
of the American Public. 

As a consequence the Domestic Engineering reader has been mate- 
rially aided in performing his many services. These programs have 
helped him build sales where sales have been important to the suc- 
cessful operation of his business . . . they have helped him further 
the interests of public health . . . they have assisted him in fostering 
to the fullest degree, the comfort, convenience and peace of mind that 
is possible only with properly installed plumbing, automatic heating, 


air conditioning and similar types of equipment. 


Times a Winner 


1939, 1942, 1943, 1944 and now 1945! Five times 
DOMESTIC ENGINEERING has won top awards 
for outstanding editorial achievement in competi- 
tion with 400 of the nation’s leading business 


publications. 


Under the slogan “One Inch Sure,” another of these widely fol- 
lowed programs has just been launched. Its obvious purpose is to 
bring the public to a full consciousness of the importance of adequate 
pipe sizes to good health and good living. Like its predecessors, the 
success of this campaign will be assured through display material 
which is being placed at the disposal of the Domestic Engineering 
Dealer and which will present the many advantages that accrue from 
the use of adequate sized piping. 

To the manufacturer whose products have an application to this 
broad Domestic Engineering Market, the “One Inch Sure” program 
has the same special significance that has created such wide-spread 
interest in previous DOMESTIC ENGINEERING campaigns. The 
ultimate result is a greatly broadened market for these products 
through dealer outlets long grown accustomed to large scale sales 
and installation. 

For details as to how this Domestic Engineering Reader can help 


you reach the Domestic Engineering Market, write today. 
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Fairchild International 
English Edition Bows 
Fairchild Publications, New 
York, last week launched Fairchild 
International, English edition, to 
be issued semi-annually in addi- 
tion to the Spanish edition, which 
is already in its second year. The 
new International contains 160 
pages, of which 99 are advertising 
and the remainder divided into 
two separate sections—one devoted 
to women’s and girls’ ready-to- 
wear, fabrics and accessories, and 


jing, furnishings, 


footwear and 
novelties. 

Eleven thousand copies have 
been mailed to retailers, importers, 
and wholesalers in the 24 coun- 
tries of the British Commonwealth, 
and in Norway, Denmark, Sweden, 
Holland, Switzerland, the Dutch 
East Indies, and the Philippines. 


Harding Joins KSTP 

Albert J. Harding, formerly a 
member of the sales department 
of WCCO, has joined the staff of 


NBC Television 
IssuesCommercial 
Guide for WNBT 


New York, March 17.—During 
the present lull for commercial 
television while all but one video 
outlet is off the air during the 
changeover to new channel assign- 
ments, NBC has officially stated its 


KSTP, Minneapolis, as account ex- | future plans on program and pro- 


be in effect when WNBT returns 
to the air in April. 

Three plans of operation are 
listed in the network’s brochure, 
“NBC Television—Guide to Com- 
mercial Production Procedures:” 
(1) for advertisers and agencies 
who create and produce original 
program material for “live” tele- 
vision broadcast on NBC; (2) for 
advertisers and agencies who will 
create original television program 
material for NBC adaptation and 


the other to men’s and boys’ cloth- | ecutive. 


duction procedure and charges to 
| 


production; (3) for agencies and 


‘Take care of your small town customers 


- 


A message to manufacturers from PATHFINDER Magazine... speaking 
for the people of the smaller cities and towns where 56 per cent of the 


nation’s retail outlets are and 48 per cent of consumer goods are sold. 


Today, every market is a rich market. Buying 
power is everywhere. The need for goods is 
universal, in city, small town and on the farms. 
If you have merchandise to sell, your problem is 
one of allocation, now and probably for a long 
period to come. 

The easiest course, in such a situation, is to 
ship the shortest hauls, supply the largest outlets, 
which are naturally in the bigger cities, and let 
the smaller fellows wait. But this, we believe, 
would be a serious mistake. As we have pointed 
out to automobile manufacturers, the dealers and 
consumers in smaller cities and towns deserve 
special consideration, not only because their 
need is more acute but because of their impor- 
tance in the national economy. 

The same good reasons apply to tires, elec- 
trical goods, radios, washing machines, men’s, 
women’s and children’s clothing, household im- 
plements, cosmetics— merchandise of every kind. 

This is a market that no one looking to the 
future can afford to neglect. Places under 25,000 
population account for 


56 per cent of all retail outlets 
81 per cent of all automobile dealers 


74 per cent of all filling stations 

51 per cent of furniture-household-radio stores 
49 per cent of all drugstores 

44 per cent of national expenditure for food 

64 per cent of national expenditure for tires 

49 per cent of national expenditure for clothing 


* Present selling may be no difficulty. Buyers are 
standing in line. But it is a wonderful time to 
make customers for the time when you will need 
the Main Street market to maintain peak sales 
and production. Since 1941, millions of young 
men and women have arrived at the age of inde- 
pendent selection of goods and have the money 
to pay for them. There is no better place to 
strengthen loyalties and lay the foundation for 
future preference than in the smaller cities and 
towns. People in small towns are loyal brand 
customers. 


We urge you then to take good care of your 
distribution to these communities. In the aggre- 
gate their business may well exceed the dollar 
volume of big cities. And what is still more im- 
portant, you will be strengthening your own 
position in the most virile and most stable mar- 
ket which this country affords. 


Pathfinder 


The national, news weekly magazine, edited and published espe- 
cially for the influential leading citizens of smaller cities and towns. 


A million circulation guaranteed by December 1, 1946 


Graham Patterson, Publisher 
Philadelphia 5, Pennsylvania 


Advertising Age, March 11, 1946 


clients for whom NBC will create 
prepare and produce television 
programs for broadcast on Npe 
facilities. 

Television programs, the bro. 
chure says, and the advertiser 
message may be presented « 
“live” action or on film, or a com. 
bination of both, with costs fo, 
production of the commercial ¢a). 
culated separately from progray 
costs. 


How Costs Range 


Costs are broken down between 
transmitter charges, program fy. 
cilities and program production 
charges. Basic transmitter charge 
is $100 for 11 minutes to one hour 
day or night; $75 for ten minutes. 
Use of studio 3-H ranges fro» 
$750 for one hour to $250 for ten 
minutes; for film studio $250 fo; 
one hour to $125 for ten minutes. 
Production charges depend op 
casts, announcers, musicians, set- 
tings and props used. 

At the end of the brochure NBC 
lists NBC’s television advertisers, 
with the following 24 using WNBT 
commercially since 1941: Adam 
Hat Stores; L. Bamberger & (Co.: 
Bloomingdale’s—Abraham & 
Straus; Botany Worsted Mills: 
Gold Mark Hosiery; Hat Style 
Council; Frank H. Lee Company: 
Bulova Watch; Lever Bros.; Proc- 
ter & Gamble; Sun Oil; RCA; Mis- 
souri Pacific; Firestone Tire & 
Rubber; Aetna Life; Gillette Safety 
Razor; Gimbel Bros.; U. S. Rub- 
ber; Liberty Mutual Insurance: 
Elgin Watch; Waltham Watch: 
Standard Oil Company of New 
Jersey; Curtis Publishing and Pan 
American World Airways. Esso 
Marketers recently signed with 
WNBT for a new news series to 
start in April. 


CBS Reports Sponsor 


WCBW, the CBS television sta- 
tion that returns to the air at the 
end of March, reports one sponsor, 
Elgin Watch. 

American Broadcasting Com- 
pany, third network active in com- 
mercial television plans, presents 
its telecasts on WABD, the Du- 
Mont station in New York; WPZ, 
Philco’s video outlet in Philadel- 
phia, and WRGB in Schenectady, 
only television station currently on 
the air. 

During 1945, ABC reports the 
following sponsors: Miles Labora- 
tories; Waltham Watch; Chef Boy- 
Ar-Dee; Swift & Co.; John David's 
store; Esquire magazine, and 
George W. Luft Company for Tan- 
gee. Later this month, Mars, Inc., 
and Lockheed Aircraft plan ABC 
shows on WABD, but details have 
not yet been released. 


Tommy Dorsey Joins WOR 
Tommy Dorsey, orchestra leader 
and a professional musician {0 
the last 20 years, has been named 
director of popular music [0 
WOR, New York, and will intro- 
duce this first new program on te 
station shortly. Theodore C. Stre!- 
bert, president of WOR, in 4? 
nouncing the appointment, saic 
the station plans to spend $100,000 
during the coming year on pro 
grams starring name talent. 


—— 


Annual Directory of Makers 
and Suppliers of Plastics con 


vy 
PLASTICS BUYE 


NEW YORK 


sumer merchandise. 


Minimum distribution 10.000 
covering volume buyers among 
retailers and wholesalers. 


Advertising Forms for 1916 
close May Ist. 
Send for details. 


CLEWORTH PUBLISHING CO., INC. 
551 Fifth Ave., New York 17, N. Y: 
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_ TRUE DETECTIVE is the nation’s top law en- 
* forcement magazine. Over the years it has won the 
highést tributes from U.S. law-makers. More U. S. 
Presidents, Senators, Governors, Congressmen, edu- 

’ cators hayé authored articles for True Detective 
than for any other'similay magazine. 


ee Beco 


boar program mer chandisihe has helped give Libby- 
*“MeNeill & Libby’s ““My True Story”’ a fine Hooper 

%, Yating onthe American Broadcasting Network. 
“w\My TrueStory” is one.of the block of top-ranking 

; | morning shows on that important network. The 
 —. | _” Nilliam8on Candy Co}.makers of OH HENRY, 
4 < wanted the same top promotional efforts in 


‘te, 


fo. Macfadden magazines, on the newsstands, and 
SY from our hard-hitting field force. 


EVERY SUNDAY n 268 stations, radio’s largest Network — for America’s 
Popular Candy Bar~TRUE DETECTIVE MYSTERIES~—sponsored by 
OH HENRY onthe Mutual Broadcasting System: 


(ne feo MMCFKADDEN PUBLICATIONS 


Phe Moteur ofa Magddine’ s Worth Is Its Hold on Its Readers and Its Value to Sotiety TRUE DETECTIVE 
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Luckies Stress 
Lower Ad Costs 
in Annual Report 


New York, March 7.—‘“The 
amount of money spent on cigaret 
advertising is modest in propor- 
tion to the sales results achieved,” 
the American Tobacco Company 
has pointed out in its annual re- 
port, which showed a sales in- 
crease from $533,373,788 in 1944 
to $557,557,503 in 1945. 

“Tt is generally known that ad- 
vertising has played a great part 
in the cevelopment of the leading 
cigaret brands,” the report stated. 
“Much has been said of expendi- 
tures for cigaret advertising, with 
a resulting impression of extrava- 
gant spending. The impression is 
contrary to fact.” 

The annual report includes 
charts on cigaret sales and adver- 


tising expenditures compiled by 
The Saturday Evening Post (AA, 
July 15, 1945). For the 10-year 
period 1934 through 1943, it was 
shown, sales of American Tobacco’s 
Lucky Strike rose from 34 to 68.5 
billion, of R. J. Reynolds’ Camel 
from 32 to 58.5 billion, and of 
Liggett & Myers’ Chesterfield from 
33 to 45 billion. 

Annual expenditures for maga- 
zines, newspapers and radio time 
in this period, however, declined 
quite consistently—Lucky Strike 
from $8,120,000 to $5,290,000; 
Camel from $10,572,000 to $8,252,- 
000, and Chesterfield from $9,575,- 
000 to $7,528,000. Lucky Strike’s 
total expenditure in these media in 
the 10 years was $55,547,000; 
Chesterfield’s, $84,157,000, and 
Camel’s $85,887,000. 

American Tobacco emphasized 
in the report that “our stock- 
holders will be particularly inter- 
ested to note that the advertising 
expense shown in the charts, 
translated into expenditure per 
thousand cigarets sold, reflects an 
average advertising expense for 


Lucky Strike cigarets, in maga- 
zines, newspapers and radio time, 
of only 12.7 cents per thousand.” 

Although advertising expendi- 
tures for the three leading brands 
continued downward in 1944 and 
1945, their sales moved steadily 
ahead. Lucky Strike is reported 
to have led with about 85 billion 
of the total of 331 billion in 1945. 

By coincidence, the Curtis maga- 
zines resumed carrying cigaret ad- 
vertising in 1930, after a lapse of 
about 15 years. 

Lucky Strike represents prob- 
ably three-fourths of American 
Tobacco’s sales volume in 200 
brands of cigarets, cigars, smoking 
tobacco and snuff. 


. ‘ 7” ’ 
Averill Leaves ‘Esquire 
Renick H. Averill, western ad- 
vertising manager of Esquire, has 
resigned, effective March 22, to 
open independent publishers’ rep- 
resentative offices. The newly or- 
ganized firm, Renick H. Averill 
Company, will open its first office 
in Los Angeles in April, and a 
second office will be established 
later in San Francisco. 


THOMAS McCLOSKEY 


Young Philadelphia schoolboy plays on losing team, 


but wins high honors at Football Banquet given by 


The Evening Bulletin 


Nearly 60,000 Philadelphians sat in Franklin Field last fall and saw 
Southern High defeat West Catholic for the city football title and thereby 


gain possession of The Evening Bulletin Cup. 


But when The Bulletin presented this handsome trophy at a banquet 
given for more than 300 guests, the players of both squads got together and 
nominated Thomas McCloskey, West Catholic guard, as the outstanding 
player in the championship game. 


The banquet was a very happy occasion, dedicated to, the advance of 
clean competitive sports in Philadelphia. Side by side sat the players 
of both squads. Present also were their proud parents, their school 
principals and coaches, and other special guests. 


Sponsorship of this event offers more evidence of how closely The Bulletin 
lives with the people of Philadelphia. It helps to explain why The 
Bulletin is the preferred newspaper of these people... why they trust 
its editorial content... why they use its advertising columns as their 


reliable shopping guide. 


* * * 


The Evening Bulletin has a circulation exceeding 600,000, the largest evening 
circulation in America. It is read by four-fifths of the Philadelphia families, 


IN PHILADELPHIA— NEARLY 


EVERYBODY READS THE BULLETIN 


ANPA Ad Bureau 
Splits Research 


from Promotion 


Bell Heads New Unit; 
Will Issue 'Pattern' 
of Counties Soon 


New York, March 7.—The Bu- 
reau of Advertising, ANPA, this 
week split its promotion and re- 
search department into two divi- 
sions. George Benneyan continues 
as promotion director and William 
G. Bell, who has been engaged 
in research for the bureau since 
1928, becomes research director. 

Mr. Bell will report directly to 
Alfred Stanford, sales director. 
John Holzapfel, formerly with 
Ross Federal Research Corpora- 
tion and previously with R. L. 
Polk & Co., has been named as- 
sistant research director. 

Each of the bureau’s “sales 
teams”—two in New York and one 
in Chicago—will have a research 
specialist. 

Work on a “master pattern” of 
the country, with a separate large 
data card for each of the 3,071 
counties, is expected to be 90% 
completed by the time of the an- 
nual meeting of the American 
Newspaper Publishers Association 
in New York April 23-25. 


Covers Many Factors 


Each “county basic market data” 
card will cover 12 factors on popu- 
lation, including total, sex, rural, 
urban and farm, density per square 
mile, native and foreign born, over 
14 and 21 years, and by occupa- 
tions; manufacturing characteris- 
tics, including number of estab- 
lishments and of wage earners, 
wages paid, value of products and 
value added by manufacturing, 
and number of establishments in 
each of 20 major industrial groups. 

Also on each card are housing 
characteristics, with data on light- 
ing, cooking, refrigeration, plumb- 
ing and other facilities; agricul- 
tural characteristics, including 
number of farms and percentage 
of land in farms, value of land and 
buildings and of implements, gross 
farm income, and car, truck and 
tractor ownership. 

One section of each card covers 
such physical characteristics of the 
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|county as area, precipitation ap 
|temperature spread; and other gy¢) 
“miscellaneous” factors as num 
ber of income tax returns, auto 
mobile ownership, and buying jp 
icome. Wholesale, service and re 
‘tail trades are analyzed by num 
ber, sales volume, number of em 
ployes and total payroll, and dat, 
are presented on number of store 
and sales volume in 12 busines 
classifications. 


Includes Media Data 


A section on media data jn 
cludes total weekday and Sunday 
circulations of all newspapers dis 
tributed in each county, numbe 
of radio homes, names of radj 
stations in the county, and gir 
culations there of 17 leading maga 
zines. 

The magazines being studied arg 
American Magazine, Better Homes 
& Gardens, Collier’s, Cosmopoli 
tan, Ladies’ Home Journal, Good 
Housekeeping, Liberty, Life, Look 
McCall’s, Newsweek, Redbook, The 
Saturday Evening Post, True Story 
Time, Vogue and Woman’s Hom 
Companion. These, Mr. Bell said 
are the leading magazines in ad 
vertising revenue. 

Only about one-third of tha 
counties have a daily newspaper 
published within their boundaries 

Newspaper, magazine and radia 
data will be brought up to date 
annually. Other data will be fro 
the censuses of manufactures and 
distribution, which until now havg 
been every 10 years. 


Y&R Elects Harding 
V.P.; Shifts Cates 


Harry Harding, assistant super 
visor on the General Foods Cor 
poration account at Young & Rubi 
cam, New York, 
has been elected 
a vice-president 
of the agency 
and a supervisor 
on the G-F ac- 
count. Prior to 
joining Y&R in 
1943, Mr. Hard- 
ing was promo- 
tion manager of 
the American 
Magazine with 
Crowell - Col- 
lier Publishing 
Company, New York, and pre- 
viously, he was vice-president o 
the Barta Press, Boston. 

Gordon Cates, Y&R vice-presi- 
dent, formerly director of the radio 
department and supervisor on the 
Swan soap account, has _ bee 
‘named, in addition, a superviso 
of General Foods accounts. 


Harry Harding 


@ Point-of-Sale D 


Folks tur 


The Greatest Selling Power 


Represented Nationally 


The Only New Orleans Station 
Using all these means to 
Build Listenership Continuously 


@ 24-Sheet Posters 
@ Newspaper Advertising 
@ Street Car Dash Signs 


‘NEW ORLEANS | 


PARTMENT OF LOYOLA UNIVERSITY 


50,000 WATTS — CLEAR CHANNEL — CBS AFFILIATE 


isplays 


n first to 


in the South's Greatest City. 


by The Katz Agency, Inc. 
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traffic, center of expanded oil, gas and Sunday, May 5, 1946. No other news- 
mineral activity, tourist mecca and Air paper, no other magazine, no other sup- 
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|By the end of 1945 the laboratory 
/work had been entirely switched 
from military products to “the bet- 


G-F Will Curtail 

Ads until Supply terment of present products, new 
ese ad 4 - 

Conditions Change eing ana processing, utilization 


New York, March 7.—“uUntil|% new ingredient materials and 
supply once again becomes en- | >Y-products, and fundamental re- 
tirely normal,” General Foods Cor- | search into the basic materials 
poration told its 68,000 stockhold- | With which we are concerned.” 
ers in the annual pamphlet report,, [ntroduction of some new prod- 
this week, “we are continuing to “ts, already developed, has been 
advertise” scarce products, “but at | retarded by shortage of materials. 
a reduced cost per case.” ee ; 

“On those products in normal | ° " 
supply,” the report explained, “we Rubush Joins Wilson 
will continue our aggressive ad- Ben W. Ru- 
vertising and merchandising as we| bush, formerly 
have in the past.” .a member of 

A product which has been espe- od infor gre 
cially hard hit by ingredient short-| Connecticut 
ages, specifically sugar, is Jell-O. | OPA, has joined 
Advertising of the Post cereal line} Wilson, Haight 
recently was expanded. & Welch, Hart- 

ford, Conn., 
Worked on 395 Projects | agency, as radio 

In 1945 the corporation’s lab- ae - one 

oratories “worked on a total of 395 | UME a Stage 


: » h 
different projects, 51 of which | Jater joined Pn 


Bern Rubush 
were completed during the year.” | publicity staff of Benton & Bowles. 


Death of Wills 
Makes FTC Short 


2 Commissioners 


Washington, March 7.—The over- 
loaded Federal Communications 
Commission found itself short two 
commissioners today following the 
sudden death of Commissioner 
| William H. Wills, former Repub- 
jlican governor of Vermont, who 
|had been appointed by President 
Truman last July. 

On leave for extended periods 
during his brief term in office, 
Commissioner Wills had been pre- 
siding at a license hearing in 
Brockton, Mass., the afternoon 
preceding his death. 

With the departure of Chairman 
Paul Porter to OPA, Acting Chair- 
man Charles Denny was left with 
only four other commissioners to 
handle the hundreds of matters 
which must be heard in the 


process of setting up postwar radio 
service, 


Washington Video 
Outlets Assigned 
to 3 Networks 


Washington, March 7.—Three 
major networks were promised 
Washington television outlets in an 
FCC decision proposing to grant 
licenses to NBC; the Evening Star, 
owner of WMAL, an ABC station, 
and the Bamberger Broadcasting 
Service, a Mutual affiliate. 

With only one channel remain- 
ing on the present television band, 
the commission proposed to drop 
the application of Capital Broad- 
casting Company, operator of 
_WOL, another Mutual affiliate, and 
refused to render a decision on the 
applications of Dumont and Philco. 

The commission suggested, how- 
ever, that before entering oral 
| argument on the decision that 
'these three parties should “direct 
‘their attention” to an earlier com- 
imission statement on the impor- 
tance of a television outlet here 
for networks. There has been no 


. a 


7 7+ 


vA 
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The Canarsie Cowboy 
had a bum steer... 


Sap 


-. 


A Range-Buster from Brooklyn packed 
chaps and spurs, headed for the Bar Nothing 
Ranch of his dreams. . . but the dude had a 
rough disillusioning, found the steaks tough 
and the steers weren't, the gnats livelier than 
the nags, the alkali bad for his asthma, the 
stage-coach just a stage prop, and the broncs 
easier to buck than subway crowds at home. 


PickiNG resorts from travel literature 
sight unseen called for bigger chance-taking 
than chemin-de-fer . . . and so did the 
purchase of colorgravure before Intaglio 
supplied advance proofs. 

Now the advertiser can look before he 
leaps, preview before publication, check, 
correct, revise. With progressives, he can 
spot any spots, see that each color is at its 
pertest and prettiest, the product picture 
glowing like a mint gold-piece. 


Intaglio is easy to use. Just give us a 
good comprehensive . . . the artwork or 
photo, and type proofs—as elements or a 
unit—and we retouch, stage, combine in 
correct position in each of four color forms 
... produce the positives—give proofs to the 
advertiser and send uniform positives to 
newspapers and magazines anywhere. And 
our Commercial Department gives you 
finer, truer color in gravure for frozen food 
wrappers, labels, greeting cards or seals. 


Ten years of experience . . . a staff of 
more than 175 skilled craftsmen, plus full 
facilities for photos, etching, and proofing 
in Chicago as well as New York . . . assures 
the advertiser of the finest, quickest gravure 
service . . . saves temper and time, headaches 
and hard cash. For the best in gravure— 
consult Intaglio, now! 


! ntaglio SERVICE CORPORATION © Rotogravure Servicers 


NEW YORK: 305 East 46th Street +» CHICAGO: 731 Plymouth Court 
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application from CBS for a black 
and white channel. 


CBS Study Shows 
‘Clear Mandate’ 
for Color Video 


New York, March 7.—A “clear 
mandate” for color television was 
found by Columbia Broadcasting 
System in a public opinion sur. 
vey, Frank Stanton, CBS presj- 
dent, told members of the Senate 
interstate commerce committee 
and the House interstate and for. 
eign affairs committee at a dem- 
onstration of Columbia’s color tele. 
vision in New York. 

The public, Mr. Stanton said, 
is. willing to pay 34% more than 
black and white for a color re. 
ceiver with an 8x10” picture and 
28% more than black and white 
for a color receiver with a 16x22” 
picture. Only 12% were found to 
be “completely satisfied with the 
television now being broadcast.” 


COLOR TELE LICENSES 
GO TO WESTINGHOUSE 


New York, March 7.—Columbia 
Broadcasting System has granted 
first licenses to embody its ultra- 
high frequency color inventions in 
television receivers and studio ap- 
paratus to Westinghouse Electric 
Corporation. 

Arrangements, on a patent roy- 
alty basis, are for five years and 
provide for an extension after 
that. Royalties range from 25 cents 
to $1 on receiving sets, depending 
on the retail price, and 1% of the 
net selling price of complete color 
television transmitter studio ap- 
paratus. 


Herrmann Moves to 


Westinghouse Post 

Edgar G. Herrmann, recentl) 
sales manager of the Emerson 
Radio & Phonograph Corporation 
and formerly assistant vice-presi- 
dent of Zenith Radio Corporation. 
has joined the Westinghouse home 
radio division in Sunbury, Pa., as 
sales manager. 


Portable Names Link 


C. W. Link, formerly president 
of Link & Hemrick, Inc., and re- 
cently divisional and export sales 
manager for National Battery 
Company, St. Paul, has been ap- 
pointed sales manager of Coldwell- 
Philadelphia lawn mower division 
of Portable Products Corporation, 
Newburgh, N. Y. 


GET THE 
CLIPPINGS — 


News Items—Publicity 
—Retail Dealer Ads— 
Editorials. We read 
5,000 Newspapers and 
Magazines. Each Clip 
Mounted on Slip 
Showing Name—Date 
—Circulation of Pub- 
lication 


165 Church Street, N.Y.C. 7, 
BArclay 7-5371 
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. . Best in the field. We just 
Praered it sent to eighteen of 
bur friends." 


- T. Welch, President 
JAX FLEXIBLE COUPLING CO. 


As of today the net paid circulation of 
The United States News is 


240,000 


As you probably know, a new guarantee 
of 250,000 is effective with the issue 
of May 3... And as of today it looks 
as though the new guarantee will be 
“over subscribed” in a few weeks— 
maybe in a few days — maybe before 


you read this. f 

24 hours after MacArthur finished up on the 
deck of the Missouri, all peace broke loose 
... new problems ...new laws ...new com- 
promises...strikes, stoppages, reconversion 
tangles, sagging price ceilings, food ration- 
ing again on the horizon. 


More than a million of America’s leading men and 
women read The United States News every week. 
They are the prime customers for Automobiles 

Airplanes . Travel and Hotel accommodations 


. Power Yachts ... Radios and 101 other quality products. 


13 years ago we wrote this forecast—“The news of national affairs will be the 
news of Business for generations to come.” The forecast still stands. 


(200,000 GUARANTEE) 
The Direct Route to 
those who O.K. both 

corporate and family buying 
* 


Daniel W. Ashley 
Vice President in Charge of Advertising 
30 Rockefeller Plaza, New York 20; N.Y. 


'Y s, Read by more than LOOO 000 men & women Consumers 
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Sani-Wax Expands 


1946 Advertising 


with New Owners 


Dallas, Tex., March 6.—The Sani- 
Wax Company of Cleveland, Okla., 
sold recently to a group of Texas 


financiers and moved to Dallas, is | 


increasing its advertising for 1946 
to include “nearly all” national 
magazines of interest to house- 
wives, as well as four-color pages 
in magazine sections of newspa- 
pers. 


Formerly owned and operated | 


by Wayland and Clyda Boles, the 
company has grown in four and a 
half years from a $10,000 annual 
business to more than $500,000. 
Chief product is Sani-Wax, a 
wood-work and furniture cleaner, 
sold by factory-paid demonstrators 
in leading department stores. 


To date, Sani-Wax has used no |nomena, instead of relying on the | Insulation contractors Association. | 


|network time, but 


| recently has 


ter-hour variety programs, as well 
\as working with department stores 
|on their radio shows. 

Distribution has been extended 
to the West Coast and the sales or- 
|ganization has been enlarged. 
| Agency in charge is Grant Adver- 
| tising, Inc. 


jSonauenen market tests with quar- 


Benrus Sponsors 


Academy of Time 


Benrus Watch Company, New 
York, has announced sponsorship 
of the Academy of Time which 
will undertake to encourage the 
study of time in all its phases in 
American colleges and universities. 
Seholarships and fellowships will 
enable researchers to initiate or 
continue individual studies. 

Benrus hopes that Academy re- 
searchers will develop new con- 
cepts in the measurement of time, 
possibly based on physical phe- 


present entirely mechanical ap- 
proach to timekeeping which is 
limited by ma ’s mechanical ef- 
ficiency. 


American Brass Ups Four 


American’ Brass Company, 
Waterbury, Conn., has promoted 
the following executives: Elton S. 
Wayland to vice-president in 
charge of sales for all branches; 
|'Ralph T. Benedict, vice-president 
\in charge of Waterbury branch; 
\James F. Ackerman, vice-presi- 
dent in charge of Torrington 
branch, and Alan W. Rockwell, 
works manager of Waterbury 
| branch. 


Thomas to Association 


Donald A, Thomas, for nine 
years secretary-treasurer of Inter- 
\national Affiliation of Sales & Ad- 
vertising Clubs, has been ap- 
pointed executive secretary of the 
newly formed Buffalo council of 
'Northwestern Roofing, Siding & 


Ad Plans, Retail 
Shops Back New 
Allied Products 


Wichita, Kan., March 5.—Allied 
Industries, Inc., new idea-produc- 
tion-distribution organization, will 
shortly launch an extensive na- 
tional magazine advertising cam- 
paign for its list of products and 
simultaneously open a group of re- 
tail outlets to be known as House 
Beautiful Shops, ADVERTISING AGE 
learned today. 

Allied’s plan calls for the study 
each month of some 200 new 
product ideas. It signs an agree- 
ment with each idea source, cover- 
ing exclusive production and mar- 
keting of the product and pays a 


“In renewing our contract with THE ROTARIAN for another 
twelve issues,” writes Mr. Morgan, “I cannot let the oppor- 
tunity pass of telling you of the splendid results your fine 
magazine has produced during the past year and why we are 


confident in its continued success. 


“Our products stimulate better employer-employee relations. 
To sell our product we must reach top management men, 
particularly the men who formulate company policies in indus- 


tries with large and small payrolls. 


“Our original judgment in selecting your publication to do 
this job has been justified. Readership of THE ROTARIAN by 
executives is proven by a very satisfactory number of result- 
producing inquiries. That is why we are pleased to send you 


this contract renewal.” 


If you are interested in reaching management, let us give you 
further facts and figures about The Rotarian . . . its circulation 
(net paid now over 215,000) among men of influence .. . its 
unusual readership . .. and the buying power of its subscribers. 
Just drop us a line 


COMMUNITY 


eee 


Swe 


* * * * 


. .. there’s no obligation. 


President of Morgan's, Inc. 


. Rotarian @ 


35 East Wacker Drive, Chicago 1, Iinois 


32 W. RANDOLPH ST. 


prepared and placed by 
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...For Industry 


Industry today, more than ever before, 
is using Personnel Service, Safety and 
Sales Incentive awards because em- 
ployees RESPOND favorably to them. 
Stimulate better employer -employee 
relations in your plant by the use of 
Morgan's awards. Prices depend on 
design and quantity involved. We will 
gladly design your own individual 
award to your specifications, in sketch 
form as shown above, at no obliga- 


tion. Write for illustrated folder. 


MORGAN'S, INC. 
Manufacturing Jewelers 
Dept. R 


CHICAGO 1, ILL. 


Reproduction of an advertisement from The Rotarian 


Ross Llewellyn, Chicago, 


advertising agency for Morgan’s, Inc., for three years. 
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New York Office: 125 East 46th Street 


New York 17, New York 
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Pacific Coast Office: 681 Market Street 


San Francisco 35, California 
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royalty to the creator on eac) 
product produced. It then cop. 
ducts a patent search, makes pat. 
ent applications and produce, 
models. Its engineering depart. 
ment works out production meth. 
ods and costs. Allied is connecteg 
with Herman M. Kruse & Associ. 
ates, St. Louis, which sells the 
products. 

Completed models are turneg 
over to the Kruse organization, 
which places them with experi. 
enced buyers to test salability 
proper retail prices, discounts 
packaging, etc. 


A Variety of Products 


Some of Allied’s products are 
the Stearman Junior bicycle, , 
one-piece, Dowmetal children’; 
two-wheeler, which retails a 
$24.95; an Open Upper kitchen 
utensil, retailing at 59 cents; the 
Aristocrat smoking stand; an all- 
metal Christmas tree stand, and the 
Giro-Prop toy. 

In 1945 Allied sold $480,0% 
worth of the can openers. In five 
months 242,000 Giro-Props were 
sold, and in 40 days it moved 50. 
000 of its bicycles. The company 
recently ordered 50,000 more 
smoking stands. 

The Kruse group, with 32 sales 
representatives serving 480 whole. 
salers in the U. S., has currently 
available several new items, and 
soon promises both an electric. 
powered and a gas-engined 24” 
lawnmower to retail at $139.50. 

Operators of its new House 
Beautiful Shops will be franchised 
to use the registered name and to 
distribute the full line of major 
and traffic appliances, together 
with Allied’s housewares. 

Distribution inquiries are being 
handled by Herman M. Kruse, 
whose ideas are developed by 
Ralph E. Parker, vice-president 
and general manager of Allied, at 
1314 Union National Bank Bldg, 
Wichita 2. 


Launches Nylon Comb 


Columbia Protektosite Company, 
Carlstadt, N. J., has launched a 
merchandising campaign for its 
new nylon comb with the slogan, 
“Nylon goes to the head.” Made 
of moulded nylon, a brand new du 
Pont production, the comb will be 
sold throughout the country in 
drug and variety chain stores. 


Sponsors Johnny Murray 
Smart and Final, Los Angeles, 
maker of processed foods, will 
sponsor “Johnny Murray Talks It 
Over,” a six-day-a-week program 
heard on Columbia Pacific Net- 
work from 8 to 8:15 a.m., PST, 
and 7:45 to 8 a.m. on Saturday. 


PRINTING 


AITHORN service is 
ee 
Engraving and Printing. You 
can use one or all as required, 
but all are here ready to serve 
you. Experience proves that 
there is often a distinct advan- 
tage in having your typography 
done where you can get engrav- 
ings and press proofs in any 
quantity. Phone Whitehall 2300. 


* 


Faithorn Corporation 
400 N. Rosh S¢., Chieage 11, Mineis 


A Compiete Day and Night Service for 
Advertisers and Advertising Agencic: 
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“Sonny, it won't be long now until they will have completed that new 
building. And before too long, this field will be used by other factories 
and plants. Which means we'll have to find a new place to fly our kites.” 


it also means that manufacturing in Oklahoma is progressing rapidly. 
From 1940 to 1944 non-federally financed plants and plant equipment in- 
creased by $27,000,000, and federally financed facilities have equaled 
$197,000,000 during this time. The pay roll of the petroleum industry 
alone is $75,000,000. Yes, industry in the Magic Empire is rapidly pregress- 
ing, and its many employes are earning better than average incomes. 
What a market for YOUR product when you TELL and SELL them on its 
merits through the pages of the Newspapers THEY READ! 
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Those Media Comparisons, Again 


Publication in the Jan. 28 issue 
of ADVERTISING AGE of an inter- 
view with Arno Johnson, director 
of research and media of J. Wal- 
ter Thompson Company, in which 
Mr. Johnson took issue with some 
of the media cost comparisons 
which have been prevalent lately, 
has apparently led to a minor 
furor in the radio field. 

Because Mr. Johnson specifically 
discussed a study developed by 
the NAB in making his point that 
no completely satisfactory method 
of comparing media costs have 
been developed, the furor seems 
to have centered especially in 
Broadcasting, which devoted sev- 
eral thousand words to three ar- 
ticles and an editorial in its issues 
of Feb. 25 and March 4 to a 
refutation of the Johnson argu- 
ments. 

Whether Mr. Johnson or the 
NAB is right in the present con- 
troversy seems to us relatively un- 
important. We still hold firmly. to 
the viewpoint expressed in these 
columns Jan. 21—before Mr. John- 
son’s analysis of the radio cost 
study was printed. At that time 
we said: 

“We hope the newspaper men, 


the radio men and the advertising 


buyers who heard their presenta- 
tions will not lose sight of the 
fundamental fact that the big chal- 
lenge facing advertising is not to 
decide which types of media are 
less costly, but to learn to use all 
types of media more effectively. 
Only if media are used intelli- 
gently and well, and fitted care- 
fully into the over-all merchan- 
dising and marketing efforts, can 
advertising hope to perform the 
tremendous task which faces it. 

“Fortunately, the newspaper and 
radio spokesmen, as well as the 
spokesmen for all other types of 
media, recognize this problem, 
and they do not devote all their 
efforts to proving competitive 
value. Instead, they are devoting 
more and more intelligent effort 
and research to the vital subject 
of bringing advertisers scientific, 
usable information on how to get 
better results from their advertis- 
ing by using all media more effi- 
ciently and more effectively.” 

The most costly advertising for 
any particular advertiser is that 
advertising which uses any me- 
dium poorly; and the least costly 
advertising for any advertiser is 
that which makes the most effec- 
tive use of all media. 


Selling Through Emotions 


There is sound advertising and 
selling strategy in the advertising 
which House Beautiful is cur- 
rently addressing to advertising 
men—strategy which every adman 
worthy of the name recognizes and 
uses, but which large segments 
of the public, including especially 
professional do-gooders, refuse to 
concede. 

“Maybe you can sell horseback 
riding by talking about the qual- 
ity of the nails,” says the House 
Beautiful copy, “but personally we 
doubt it. 

“It’s much easier to sell riding 
on the basis of fun and sportsman- 
ship ... just as it’s easier to sell 
perfume on an allure and glamor 
basis, rather than listing the con- 
tent of alcohol and musk. 

“And we maintain it’s doggone | 
hard to sell a refrigerator on the 
quality of its door clasp... a 
piano on the quality of the ivory 
in the keys ...a bed on the kind 
of wire in the springs, and silver- 
ware on its construction. 

“You must sell people emotion | 

. not facts or gadgets or crafts- 
manship ... if the home equip-| 
ment you promote is to receive | 


more than eight cents out of the 
American family’s spendable dol- 
a 

No one, including House Beauti- 
ful, would argue that the quality 
of a product, its components and 
its craftsmanship, is unimportant, 
But it is patently true that no one 
buys a piano, or a suit, or a break- 
fast cereal or a house because it 
is well built or well made. These 
things, and all other things, are 
bought because the purchaser 
wants them; and their cost, their 
workmanship and their quality be- 
come important factors in their 
purchase Only after the basic de- 
sire for possession has been estab- 
lished. 

Advertising, as we now under- 
stand the term, is not needed to 


icatalog details of craftsmanship 
}and workmanship. But only ad- 


vertising is peculiarly fitted to de- 


|velop the basic wants which make 


these details important. That is 
why advertising must always be 
emotional in character. It need 
not be, and dare not be careless 
or disdainful of facts; but it can- 
not rely on facts and figures alone 
to sell the product. 


“Boss—this Pre-smoked 
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—Dr. Grabow Pipe Company 


Dr. Grabow is news!" 


Tells Complete Story 

One of the most succinct com- 
ments on the advertising agency 
business which has ever crossed 
this littered desk was clipped out 
of the March 1 issue of the Wall 
Street Journal. 

In good big italic Gothic type, 
filing the three-inch single-col- 
umn space, it proclaims: 


Who planned and 
furnished front 
offices of 16 big 
N. Y. Advertising 
Agencies? Ans.— 
FLINT & HORNER 
66 W. 47 St., N.Y.C. 


No claims, no flamboyancy, no- 
superlatives. Just a simple state- 
ment of fact that tells all, leaving 
nothing unsaid and no doubts to 
be resolved. 


English Selling 

Your Ad-libber is probably just 
a crumbling Victorian at heart, 
which probably explains why he 
is such a sucker for the low-pres- 
sure selling he occasionally gets 
from English houses. 

Or maybe it is just the change 
of pace that makes us susceptible, 
and maybe there’s an idea for an 
American company that may cur- 
rently be debating whether 84pt 
bold Gothic is big enough to out- 
shout the competition. 

All this philosophizing is brought 
about by receipt of a not very 
attractive form letter from Cyril 
Clayton, editor of a house organ 
for Pilchers Ltd., 
“paint manufacturers since 1770.” 
The house organ itself has an at- 
tractive cover, but is not over- 


American standards. But listen to 
this accompanying letter, and then 
see if you don’t agree with me 
that the English are better than 
average at doing a selling job with 
what looks on the surface like a 
mighty small amount of steam in 
the boiler: 

“When passing the proofs of the 
first Pilchers Gazette to be pub- 
lished since the end of hostilities, 
I asked the printers to specially 
bind up a few advanced copies so 
that I could send one to you be- 
fore general distribution. 

“I think you will agree that this 
issue represents a decided ad- 
vance in the production of house 


organs and in the use of color 


of London, | 


much typographically inside, by | 


for the marketing of paint. 

“If you agree I should like to 
share your appreciation with the 
artist (Esme Jeudwine), printers 
(W. & R. Royle), and the block 
makers (Gee & Watson), to whom 
a great share of credit is due for 
working closely with me in mak- 
ing this issue an outstanding suc- 
cess.” 

Neat, eh, as we_ blustering 
Americans say, but certainly not 
gaudy! 


Jottings 
Uhlemann Optical Company ran 
an ad in ajrecent issue of the Chi- 


cago Daily News headed “Smooth 
Jackson,” and illustrated with a 
big cut of a young man’s head and 
face. By one of those peculiar 
circumstances that will sometimes 
happen in the most careful of 
families, the copy of the News 
which was brought to our atten- 
tion showed “Smooth Jackson” 
with one of the most noticeable 
three-day growths of beard you’ve 
ever seen, compliments of the 
pressroom... 

The copy of the Canada Dry 
annual report which went to 
stockholders had a loose proof of 
a forthcoming color ad in general 
magazines inserted with it... 

When R. G. LeTourneau, Inc., 
opened a new plant in Longview, 
Tex., last month, it ran a full- 
page ad in the local paper to in- 
troduce itself to the residents of 
Longview; and it kept its ad from 
getting lost in a 138-page welcom- 
ing edition by using a very simple 
all-type layout, in contrast to the 
|picture-filled ads which occupied 
a good portion of the other 137 
|\pages, . . 

Bill Watt of Philadelphia Subur- 
ban Newspapers calls attention to 
'a new free column his organiza- 
'tion is running in the Upper Darby 
|News. It’s a new and currently 
‘very popular type of column, 
|headed “A Place to Live.” But it 
is not an agony column. Believe 
it or not, it lists vacancies (mostly 
‘single rooms), and the column we 
saw had 21 different listings. Won- 
der how long those rooms stayed 
vacant... 


aimed primarily at 
| handling of the public, is that pro- 


|duced by the Erie Railroad, using 
| cartoons and simple explanations. 
| We’ll bet these unofficious booklets 


help, too... 
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The following documents may 
be secured without charge from 
companies sponsoring them, or 
through ADVERTISING AGE, by any 
national advertiser or advertising 
agency executive writing on his 
business letterhead. Address Ap- 
VERTISING AGE, 100 E. Ohio St., 
Chicago 11, Ill. 


No. 2622. The Golden Crescent- 
Three Million Market of Pros- 
perous Farm Folks. 

The market composed of the 
“golden crescent states” — Mich- 
igan, Ohio and Pennsylvania— is 
discussed in this folder, issued by 
Capper-Harman-Slocum, publisher 
of Ohio Farmer, Michigan Farmer 
and Pennsylvania Farmer. Farm 
ownership, rank of these states in 
number of electrified farms, own- 
ership of equipment and machin- 
ery, and production of crops and 
dairy products are covered. 


No. 2623. Route Lists of Fort 
Worth and West Texas Groc- 
ery and Drug Stores, 

The Fort Worth Star-Telegram 
has issued three route lists: one, 
covering Fort Worth grocery 
stores, with a list of grocery 
wholesalers and chains; the sec- 
ond, a list of West Texas grocery 
stores and a list of West Texas 
grocery wholesalers by counties; 
and the third, a route list of city 
and West Texas drug stores with 
a list of Fort Worth drug whole- 
salers. 


No. 2624. Beauty Facts About 
Your Glamour Market. 

This survey report, issued by 
Glamour, gives the answers to a 
questionnaire that went to 4,000 
alphabetically chosen readers in 
163 cities and towns across the 
country. Tabulated replies show 
the number of users of various 
cosmetic products, and the per cent 
of users of specific brands. 


No. 2606. Some F. & F. About M.G. 

M.G. stands for Metropolitan 
Group, and this booklet gives facts 
and figures, amusingly illustrated, 
about the readership, circulation 
and markets covered by the colored 
comic sections of 46 Sunday news- 
papers of the U. S. 


No. 2607. What the Factory 
Worker Really Thinks. 

This folder, issued by McGraw- 
Hill Publishing Company, contains 
a reprint of the second of two ar- 
ticles (it appeared in the January 
issue of Factory Management and 
Maintenance) based on the pub- 
lication’s second annual survey of 
the attitudes of workers in the 
manufacturing industries about 
productivity, nationalization of in- 
dustry, and labor in politics. 


No. 2615. The Market for Men’s 
Clothing and Furnishings and 
How to Penetrate It with Your 
Selling Story. 

The men’s wear market—$3,350,- 
000,000 a year distributed through 
70,549 retail outlets—is analyzed 
in this booklet, which has been 
issued by the Fairchild publica- 
tion, Men’s Wear, now appearing 
in new format with redesigned 
typography. The publication’s new 
circulation guarantee is empha- 
sized, and a chart shows how its 
retail distribution parallels sales 
volume of men’s clothing and fur- 
nishings throughout the country. 


The latest “employe guide,” 
improving 


| No. 2600. Copy Testing Plan. 


Details on the Grit plan for 
testing up to four advertisements 
in one issue are contained in this 
'new folder, issued by the publica- 
tion. The folder shows examples 
of such tests, mechanical require- 
ments and a list of advertisers us- 


ing the service. 
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Outdoor Admen’s 
Notre Dame Fund 
Hits $105,500 


Chicago, March 5.—A _  fund- 
raising campaign by the Outdoor 
Advertising Association of Amer- 
ica to provide for the association’s 
foundation at the University of 
Notre Dame is well ahead of sched- 
ule, Burr L. Robbins, chairman of 
the committee, told ADVERTISING 
Ace today. Established in July, 
1941, it set a 10-year period to 
raise $150,000, which at an aver- 
age 3% interest would provide 
$4,500 per annum to insure work 
of the foundation. Mr. Robbins 
said $105,500 has already been 
contributed. 

Purpose of the foundation is to 
foster equal stature for outdoor 
advertising with other media, to 
buttress this medium against its 
competition and “to link outdoor 
with the promotion of free enter- 
prise and the general promotion 
of a good form of American econ- 
omy” as desirable public relations 
for the outdoor advertising busi- 
ness. 


Study Varied Projects 


During the war the Outdoor Ad- 
vertising Foundation class in the 
Edward N. Hurley College of For- 
eign and Domestic Commerce at 
Notre Dame developed projects 
exclusively concerned with out- 
door advertising. One was the 
exploration of outdoor public re- | 
lations upon local and national 
levels; another was an advertising 


program for a candy bar, and a 
third an advertising project for | 
dehydrated soups in the postwar | 
era. Civilian students made field | 
trips to the General Outdoor Ad- 
vertising plant in Chicago, and 
other local plants. 

Emphasis in  classwork was 
placed on the fundamentals of ad- 


Southern Michigan 
Manufacturers and 
Publishers Meet 
at Coldwater 


The first meeting of its kind to be 
held where manufacturers and 
newspaper publishers discussed 
a COMMUNITY RELA- 
TIONS problems was held at Cold- 
water, Michigan, Friday, March |, 
1946. 


The meeting was sponsored by the 
COLDWATER REPORTER, 

L. Earle Davidson, Publisher and 

the BRANCH COUNTY MANU- 

FACTURERS ASSOCIATION. 


Attendance was from the follow- 
ing cities—the publishers from the 
newspapers bringing the manufac- 
turers from their cities as their 


guests. 


Albion Recorder 
Cadillac News | 
Coldwater Reporter 
Dowagiac News 
Greenville News 
Holland Sentinel 
Marshall Chronicle 
Niles Star 

Sturgis Journal 
Ypsilanti Press 


National Advertising Representative | 


_ SCHEERER & CO. 


i New York 17, 
SAA 


Member of the Americon Association of 
Newspaper Representatives 


vertising, including the use of sev- 
eral of the basic presentations 
from the outdoor advertising li- 
brary files at Notre Dame. 

With the conclusion of the war, 
veterans in steadily increasing 
numbers are enrolling for the out- 
door advertising courses, it is re- 
ported. 


Paratffine Plans Merger 


Paraffine Companies, Inc., San 
Francisco, has called a stockhold- 
ers meeting on March 15 for ap- 


proval of terms of the merger with 
Schumacher Wall Board Corpora- 
tion, Los Angeles. Meeting will 
follow the public hearing on March 
11 of application for permission for 
Paraffine to issue shares of com- 
mon stock in exchange for Schu- 
macher’s outstanding common 
shares. 


Publishes Book on Jobs 
“How to Write Letters That Get 
Jobs,” by R. E. Mason, ($1.98) a 
letter-writing manual for the job 
seeker, has been published by 
Marcel Rodd Company, New York. 


Name Medical Agency 


Medical Advertising Service, 
New York, has been named adver- 
tising agency for Paul Plessner 
Company, Detroit; Westwood 
Pharmacal Corporation, Buffalo, 
and Tilden Company, New Leb- 
anon, N. Y., all manufacturers of 
ethical pharmaceuticals. 


Morrison Joins NRFA 


W. W. Morrison, well-known 
furniture store operator and 1939 
winner of the furniture industry’s 
merit award for outstanding quali- 
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| ties as a merchant, has joined the 


National Retail Furniture Associa- 
tion, Chicago, as full-time con- 
sultant to the expanded merchan- 
dising division. 


WHEC Boosts Fehlman 


Robert C. Fehlman, commercial 
manager of WHBC, Canton, O., 
since 1941, has been named man- 
ager of the station. William I. 
Hershey, who has served as tem- 
porary manager for the past year, 
will resume his duties as associate 
director of radio for Brush-Moore 
Newspapers, Canton. 


ANSWER: He’s a Newsweek rel ler ~typical head of one 
of the 700,000 influential families¥ 


1. Four out of 10 of these 
executives. Their total incom 
billion dollars a year, their (ioe ae 
than three times the national a@ <i al 


2. Seven out of ten are club me 
these are club officers. 


3. Four out of 10 habitually travel by air, buying for 
themselves and their families seven air trips a year. 


Ak, 


thee, 


bg 


THAT’S THE TOP OF THE MARKET FOR YOU! 


LUE NO $+-He travele by air { 
vhe: ever he can. Made three tits to 
“Oust last year, and one to Rio. 


ho read Newsweek :— 


mr ily heads are major 
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Foundation Issues 
Sunday, Daily Data 
on Utica Paper 


First Comparisons 


for Same Paper 
Made Available 


New York, March 8.— Data on 


|nearly twice that size—containing | partment store advertising. 


Wisconsin State Journal, examined to date. Women’s me- 
For the Sunday study, which |dians also were higher than the 
was paid for by the Utica news-|corresponding medians compiled 
paper, the Nov. 25, 1945, issue was |for the 94 daily newspaper studies, 
analyzed. The Friday edition, Nov. | with the sole exception of amuse- 
2, 1945, had already been ex- ment advertising. 
amined. In its report, the founda-| Compared with the weekday 
tion cautions that basic differences edition, men’s readership of classi- 
between daily and Sunday editions | fied and amusement advertising in 
should be borne in mind whenever the Sunday paper was_ higher. 
comparisons are made. |Women’s medians tied with the 
For example, the foundation | Utica daily study for readership of 
points out, the weekly edition was ‘any advertising, and in the Sun- 
la two-section, 34- page paper,|day edition were higher for read- 
/whereas the Sunday edition was ership of national, local and de- 


'64 pages in five sections. The Fri- 


M-1% and W-11%; while an iden- 
tical Pyrex ad, enlarged slightly 
through use of a bigger logo and 
informaticn on new store hours, 
was tied up with Berger’s depart- 
ment store insertion on the eighth 
page of the same section and 
scored M-1%, W-21%. 

National ad most popular with 
men was a 616-line display of the 
1946 Pontiac, which stopped 43% 
(it attracted 22% of women, rat- 
ing as their second favorite among 
national ads). 


Victory Loan Ad High 
Third-place favorite among na- 


the editorial and advertising read-|day issue contained 22 national 
editions of the same newspaper— lack and white. The Sunday 
the Utica Observer - Dispatch— | Paper carried 24 national and 79 


were made available for the first local, of which two were in color. 
Men Read More 


time today by the Advertising Re- | 
search Foundation with the pub-| Generally, advertising in the 
lication of Sunday Study No. 2. (Sunday Observer - Dispatch was 

The study is part of the founda-|well read. Men’s medians for 
tion’s Continuing Study of News- readership of various advertising 
paper Reading, which already has | departments were above the cor- 
covered 94 daily newspapers and |responding cumulative medians re- 
will soon publish findings on the /|corded for the 94 daily newspapers 


Three Pyrex Ads Checked tional ads in women readership 
A 1,000-line Pyrex ad in color,| went to a Pillsbury enriched flour 
among national advertisements in /|398-line insertion which polled 
the household classification, reaped |21% of women and 2% of men. 
a top score of 43% among wom- | Tying for second-place popularity 
en (it was reproduced in four|among men were a 456-line du 
colors on the 15th page of the|Pont Five Star anti-freeze ad 
comic section, and noted by 22% | (M-23%, W-7%), and a Victory 
of men). This color ad was some-|Loan ad of 632 lines (M-23%, 
what similar to two smaller Pyrex |W-17%). 
ads reproduced in black and white.| Department store ads were best 
One of 222 lines, featured by Wells read among women in the Sunday 
department store on the back page | paper, while men divided their top 
of the main news section, scored |readership scores between a drug 


It Could Only Happen On WFBR 


Amid the extravagant rewards of radio today, a 


$5.00 prize can loom 


tener interest—the only interest that counts. 


WFBR — 


8864 ENTRIES 
FOR A $5.00 PRIZE 


large only in the light of lis- 


Radio Center in 


Club 1300 brought in a deluge of 8864 entries. 


That’s because to Baltimore listeners WFBR is a 
living, breathing radio station—not just a tower 
or a spot on a dial, or a collection of call letters. 


For WFBR is Baltimore’s Home-Town Station— 


Baltimore has listener interest— 


so much so—that a 


the only living, breathing radio station in Baltimore 


simple $5.00 prize offered on 


MEMBER—-AMERICAN BROADCASTING CO. + NATIONAL REPRESENTATIVE—JOHN BLAIR & CO. 


—it’s Radio City in smaller replica. 


es 
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ME hue 

Henry C. Lytton «co. 
LYTTON'S SWIFT—Henry C. Lytton § 
Co., Chicago men's store, used this 
newspaper ad to announce its display 
of Globe Aircraft's Swift plane, for 
which the store will take orders and ar. 

range demonstrations. 


store ad and a stationery store in- 
sertion. 

Because of the differences be- 
tween daily and Sunday newspa- 
pers, the foundation is segregating 
the data for each in two categories, 
Departmental averages and norms 
will be established for Sunday pa- 
pers as they have been for daily. 

The Continuing Study of News- 
paper Reading, which the founda- 
tion conducts in cooperation with 
the Bureau of Advertising of the 
American Newspaper Publishers 
Association, is sponsored jointly 
by the Association of National Ad- 
vertisers and the American As- 
sociation of Advertising Agencies. 
Field research work is conducted 
by Publication Research Service 
under the foundation’s supervision. 


Reveal Plans for 
Baby Week Campaign 


“Give Your Baby the Right 
Start in Life” is to be the theme 
of this year’s Baby Week, April 
27 through May 4. Newspaper 
food and children’s editors are 
readying articles for that week. 
Magazines will use baby covers 
and special features and radio 
programs will tie in with appro- 
priate script. 

Hotels and restaurants will fea- 
ture their facilities for proper 
feeding of infants while the air- 
lines and railroads will stress the 
parts played by their employes 
in the keeping America’s younger 
travelers happy, comfortable and 
well fed while en route. A record 
company will introduce an album 
of lullabies. Manufacturers and 
retailers will stage their own pro- 
motions from coast to coast. 


Doyle Joins KXN-CBS 

Chet Doyle, recently released 
from the Army and formerly man- 
ager of CBS’ radio sales division 
in San Francisco, has joined the 
sales department of KXN - CBS, 
Los Angeles. 


CANNOT BE SOLD 
FROM THE OUTSIDE 


@ Although Bayonne is within tb 
shadow of Metrepolitan New York 
you can’t sell it through the bis 
city’s mewspapers. The Bayon 
Times had 66% more circulatiot 
among Bayonne families than *! 
New York and Hudson Count! 
evening newspapers combined. 


THE BAYONNE TIMES 


NEW JERSEY 
BOGNER & MARTIN 


NEW YORK CHICAGO 
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The Sign of the Whale... 


distinguished the shop of one Samuel Scotten, whalebone cutter, 
at No. 383 Chestnut Street, in Philadelphia. Here he took the “raw 
Baleen, snipt off the Hair or Fringe with a pair of Shears, soak’d 


the Slabs in tepid water, steam’d in the Steam-box, scrap’d with a sharp 
Knife, cut by hand Labour in the English manner” ... prepared 
“dress’d bone equal to the best British for Bonnet, Stay,-Umbrella, 
and Whip-Makers’’...and showed also a good assortment of brushes, 


shaving boxes, blackball, ivory and horn combs, at reasonable terms. 


Curiousty analogous, in diverse ways, is the art of the editor. 
He searches afar for the fat story, which is apprehended often with 
great difficulty. He probes and shears away the blubber of conjecture 
and rumor to expose a framework of fact. Truth, too, like the 


whalebone, adds character to the reader’s bonnet, supplies moral stays, 
maintains an umbrella of understanding ...and serves, as well, as 


a scourge against enemies of the public weal. 


From the 
Pennsylvania Gazette 
: P March 28, 1787. 
In PuttapetpuiA, The Inquirer affords daily awareness and 
assurance to some 575,000 families...and supplies the best kind 
of support to the advertiser, both retail and national because it 
commands the most and the best of this major market... Loca. 


patronage and Media Records both indicate what a whale of a 


job The Inquirer does!... Ask to see the evidence... 


The Philadelphia Mnguirer 7 
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Western Union 
to Try Mobile 
Delivery Units 


Washington, March 5.—The FCC 
has granted permission to Western 
Union Telegraph Company to ex- 
periment in delivery of telegrams 
by radio-equipped truck. 

FCC granted permission to 
Western Union to build two ex- 
perimental radio stations in the 
Baltimore area after the company 
described its plans to speed deliv- 
ery of telegrams by broadcasting 
messages from a fixed station to 
mobile trucks equipped to print 
the messages by either facsimile or 
teleprinter. The “radio telegraph 
delivery unit” can also be used to 
reply to the fixed central station, 
advise on change of addresses and 
the like. 

Western Union believes that it 


can effect great reduction in dis- 
tances traveled and time consumed 
in delivering telegrams, because 
the trucks can “be in motion to 
the next delivery point while 
transmitting or receiving messages, 
and thus be moving continuously 
throughout the area.” 


Proposes Bill to Tax 
Liquor Advertising 


Paul Crockett, York delegate to 
the Virginia legislature, has intro- 
duced a bill calling for 10% tax on 
the cost of alcoholic beverage ad- 
vertisements in magazines, news- 
papers and other periodicals pub- 
lished in or having general circu- 
lation in Virginia. 

Under the Crockett bill, pub- 
lishers would report to the state 
treasurer the amount of liquor ad- 
vertising they carried each month, 
and taxes thereon would be ear- 
marked for the state board of 
health for use in the care of in- 
ebriates. 


Glidden Schedules 
All-Media Drive 
on Spred Finishes 


Cleveland, March 6.—The Glid- 


den Company plans to concen- 
trate the first part of its 1946 ad- 
vertising campaign on promotion 
of its Spred water-mix products, 
flat finish and luster paints, the 
latter a new product. 

American Home, Better Homes 
& Gardens and Good Housekeep- 
ing will carry four-color pages 
with Glidden’s suggestions on the 
use of color in the home and of 
its “decorator preferred” paint 
colors. 

Approximately 175 newspapers 
in major metropolitan markets will 


be used, supplemented by 200 to 
300 newspapers on a dealer coop- 
erative basis, Outdoor posters are 
planned, and space is scheduled in 
Farm Journal, Montana Farmer, 
Pacific Northwest Farm Trio, Pro- 
|\gressive Farmer, Successful Farm- 
ing, The Farmer and Western 
| Farm Life. 


Uses Business Papers 


Glidden will reach painters and 
painting contractors with National 
Painters Magazine and Sweet’s 
Architectural File. Two pages in 
two colors will promote Glidden’s 
maintenance line of finishes in 
Factory Management & Mainte- 
nance, Food Industries, Institu- 
tions, Laundry Age, Nation’s 
Schools and Textile World. 

Industrial finishes will be pro- 
moted in pages in two colors, as 
well as two-color spreads in Avia- 
tion, Aviation Maintenance & Op- 
erations, Industrial Finishing, Rail- 


way Age, Railway Purchases & 


During war years the farmer had to forego fun, 


concentrate on a full time job of feeding armed forces, 


grow for the day when America would be a global granary. 
Along with rich crops, the farmer also reaped respect... 
earned international gratitude... and a vacation! John L. 

Wyatt suggests a super Sabbatical... a saunter south of the 


panoramic Popocatapetl and Paracutin ... pours on the 
pulque ... features frijoles, fiestas, siestas . . . strictly the bestas 
... Names names and quotes prices in Max and ’Merican. 


We predict a break for the border... lots of leaves of 


absence from acreage...fitter farm families...a yen for 


travel among all who come across ““Mexico—foreign 


adventure land nearby,” on page 34 in SuccessFuL FARMING 
for March... including advertising men who can get new 


ideas about farmers and/or vacations in one reading! 


Gilt Edge... Howard Manlove, Henry County, Indiana, gets more 
at the market for his hogs by pampering the piggies .. . provides soothing 
shade for shows... puts clover on the a /a carte... and 

makes ’em take medicine at the first sniffle. Look for 

“Good Start—Fast Finish,” page 127. 


A 


Kf ws 


. Hoeing is going .. . if 2,4-D works out as well as expected, farmers will banish 
= blue burs, buttercups, burdock, bindweed ... and a long list of other soil spoilers 


with a spray gun. An exciting discovery ... latest facts about “2,4-D, New 
Killer for Weeds,” page 28. 


Also... “Pointers on Shy-Breeding Cattle”. . .“Saving our Egg Markets”... 

z= “A Kingdom for a Hired Hand”... many other farm article firsts to make 

= advertisers highly conscious of the more than a million SuccessFUL 
FARMING subscribers... and vice versa... farm families, incidentally, 
with a fantastic future ...a best bet backed up by billions. Get more 
facts... SuccessruL Farminc, Des Moines, New York, Chicago, 

Atlanta, San Francisco, Los Angeles, Detroit. 


Advertising Age, March 11, 194 


Stores, Southern Flight, Stoy, 
Builder, Western Flying and Wood 
Products. 

In addition, Glidden has an jp. 
stitutional campaign, “telling the 
complete story of all its ente, 
prises,” in four-color pages in For. 
tune, Time and United State; 
News, as well as black-and-white 
pages in the Chicago Journal o; 
Commerce, New York Journal o; 
Commerce and Wall Street Jour. 
nal, 


Dealers Get Emphasis 


The company plans no company. 
owned store program, but wil) 
concentrate rather on the inde. 
pendent dealer sales angle. 
“During the year, if materials 
become available in larger quan. 
tity,”’ says Elmer L. Weber, adver. 
tising manager, “we intend to put 
stronger promotion behind certain 
of our other paint products which 
have been improved as a result of 
wartime experience with them, but 
at the moment we are promoting 
very strongly our Spred luster 
enamel, which is the first product 
of its kind anywhere at any time.” 

Glidden also mentioned one of 
its new industrial finishes—Filc- 
tone—used by wood finishers who 
manufacture furniture, etc., and 
who find the product “gives three- 
coat results in one operation.” 
Agency for Glidden is Meldrum 
& Fewsmith, Inc. 


L. A. Advertising Women 
Hold Refresher Course 


“Advertising in Action,” a 
course designed to present a gen- 
eral survey of the field of adver- 
tising, is being held each Wed- 
nesday evening from March 6 
through May 22, under sponsorship 
of the Los Angeles Advertising 
Women, The course “will aid the 
layman in deciding the phase in 
which he is most interested, and 
will act as a refresher course for 
the veteran returning to advertis- 
ing as a vocation.” 

Lecturers will include Norton 
Mogge, vice-president of J. Wal-, 
ter Thompson Company, and Ray 
Smith, executive director of Cali- 
fornia Apparel Creators. 


CBS Names H. K. Smith 
Howard K. Smith, CBS foreign 
correspondent and author of “Last 
Train from Berlin,” has _ been 
named chief of the network’s Euro- 
pean news staff, succeeding Ed- 
ward R. Murrow, who returns to 
this country from London as vice- 
president and director of public 
affairs. CBS has also appointed 
Eric Sevareid as director of its 
Washington news bureau and chief 
correspondent in that city. 


b More key officials in Was)- 
ington read TIME regularly tha 
read any other magazine, howev®! 
big its circulation. 


2. The members of Congres* 
vote TIME the most importa” 
U.S. magazine that carrics 
advertising. 
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For further details write to 


TIME 


9 Rockefeller Plaza, New York 20, N.Y+ 
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BUY-LINES offers ADVERTISERS 
three Coast-to-Coast COLUMNS tailored precisely to SELL 


GP) SEATTLE 
?, 
“COM, SPOKANE 


UNDUPLICATED 


Big Market Coverage 


en!....Food Buyers!....Women! 


A Weekly Sponsored Column of Things Advertised and Interesting: 
* NEW YORK, N. Y., Jan. 6th—-Here’s a riddle for 


you. What's yellow as sunlight, juicy as an 
® orange and as much-used in good cooking as 

F salt and pepper? Yes, you've guessed it. . . 
fresh LEMONS! They’re as important to a good 
cook as a sense of taste . . . putting flavor IN 
esome dishes and pointing it UP in others! So 
don’t get_¢ fresh lemons. They're 
rom fish to 


aa 
the “perker-uppe 
desserts . . . fr 


FOR ADVERTISERS WHO SELL 
FOOD & HOUSEHOLD PRODUCTS 
71 Weekday Newspapers 
(Thursday or Friday Mornings) 
12,599,000 Circulation 


Nexion Cream 

val you should give a 

img or normal! Cost is 
» lean 


AS 
gt. PAVE BUFFALQ “OCiyg,, WORCESTER gal 
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59 COAST-TO-COAST MARKETS....84 LEADING NEWSPAPERS 


SOUTHERN GROUP 


New Orleans Times-Picayune 
Houston Chronicle 


Des Moines Register 
Des Moines Tribune 
Kansas City Sunday Star 


Arkanszes Gazette (Little Rock) 
Chattanooga Times 
Chattanooga News-Free Press 


EAST CENTRAL GROUP 
New York Herald Tribune 


New York Daily News Milwaukee Journal Atlanta Constitution Tulsa World 
New York World-Telegram Omaha World-Herald Dallas News 
Chicago Tribune Columbus Dispatch Memphis Commercial Appeal 


PACIFIC GROUP 


San Diego Union 

San Diego Tribune-Sun 
Los Angeles Times 

San Francisco Chronicle 
Oakland Tribune 
Portland Oregon Journal 
Seattle Times 


Toledo Times & Blade 

Rochester Democrat & Chronicle 
Springfield Union & Republican 
Springfield Republican & News 
Springfield Union 

Worcester Telegram 

Worcester Post & Gazette 
Portland, Me., Telegram 
Bridgeport Herald 


Philadelphia Inquirer 
Detroit News 

Cleveland Plain Dealer 
St. Louis Globe-Democrat 
Boston Post 

Boston Herald 

Boston Traveler 
Pittsburgh Press 


Memphis Press-Scimitar 
Birmingham News & Age-Herald 
Richmond Times-Dispatch 
Richmond News-Leader 

Miami Herald 

Nashville Tennessean 

Nashville Banner 

Charlotte Observer 

Norfolk Virginian-Pilot 


Spokane Spokesman-Review 
Spokane Chronicle 

Phoenix Republic 

Phoenix Gazette 

Fresno Bee 

Sacramento Bee 

Long Beach Press-Telegram 
Tacoma News Tribune 


Washington Star 
Minneapolis Tribune & Star-Journal 
Cincinnati Enquirer Syracuse Herald-American 
Indianapolis Star Syracuse Herald-Journal 
Buffalo Courier-Express Dayton News 
St. Paul Pioneer Press Charleston, W. Va., Gazette 
St. Paul Dispatch Wichita Beacon 

Providence Journal 


Bridgeport Post 


Norfolk Ledger-Dispatch 
Bridgeport Telegram i 


San Antonio News 

San Antonio Express 

Fort Worth Star-Telegram 

Florida Times-Union (Jacksonville) 


For Further Information and Breakdown for Papers Carrying Each Column write to 


| - 411 W. Fifth St., Los Angeles 13, C: : 
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‘House Beautiful’ 
Boosts ‘Better 
Homes’ Symbol 


Chicago, March 6.—House Beau- 
tiful’s “crusade” to boost total 
sales of home furnishings over a 
long-term period, by encouraging 
advertisers to use its “Better Your 
Home, Better Your Living” sym- 
bol, was explained here last week 
by Richard Warner, director of 
sales promotion. 

Showing a slide film presenta- 
tion to agency and manufacturer 
executives at a luncheon meeting, 
Mr. Warner said the new symboi 
has already been used in news- 
paper advertising by a number of 
large department stores. To pro- 
mote use of the symbol, House 
Beautiful began running, in Janu- 
ary, a series of large-space inser- 
tions in newspapers in 16 key 
cities and has urged use of the 
symbol in window displays and 
various promotional pieces. 

If advertisers consistently boost 


the merits of the “better home,” 
they may in the long run get a 
larger share of the consumer dol- 
lar, only eight cents of which, Mr. 
Warner pointed out, went into 
home furnishings and home equip- 
ment from 1929 to 1941. 


Offers $500 Prize 


California Prune & Apricot 
Growers Association, San Jose, 
Cal., is offering $500 for the best 
letters telling what feature about 
Sunsweet tenderized prunes is the 
most appealing. The contest runs 
through March 30. Long Adver- 
tising Service, San Jose, is the 
agency. 


Moore Moves Agency 


Ralph Moore, Inc., St. Louis 
agency, after 23 years at 208 N. 
Broadway, has moved to the Ar- 
cade building, 812 Olive St. 


Insurers Name Bloch 


H. George Bloch, St. Louis 
agency, has acquired the account 
of the Insurers Service Corpora- 
‘tion, St. Louis, analyst of insur- 
-ance problems. 


Clamps Lid on 
Government Copy 


Benn Brothers, London, con- 
trolling a number of trade and 
technical papers, has decided to 
accept no more British govern- 
ment advertising because their 
space is “so badly wanted by busi- 
ness concerns struggling 
habilitate their market positions.” 


. . ’ 
WLS Trio Buy ‘Artistry 

John Drake, Warren Middleton 
and Bill Nelson, members of the 
promotion department of WLS, 
Chicago, have purchased Artistry, 
suburban magazine published 
monthly in Oak Park, Ill., and will 
be editor, managing editor and 
associate editor, respectively. The 
first issue will be released May 1. 


Names Hixon-O’Donnell 


Hixson - O’Donnell Advertising, 
/Los Angeles, has been named to 
‘handle the account of Carlsbad 
‘Hotel by the Sea in California. 
'Jim Bishop, public relations di- 
'rector for the agency, has been 
|appointed executive for the ac- 
| count. 


to re-| 


Ad Is Too True, 
So Police Call 
Halt on Toy Sale 


Milwaukee, March 6.—A _ toy 
plastic pistol with a _ revolving 
barrel made a resounding blast in 
retail sales circles here last week. 

It all began when the Boston 
store ran an advertisement in the 
Milwaukee Journal describing the 
realistic looking toy revolver. The 
ad contained a full size reproduc- 
tion of the $1 revolver and de- 
scribed it as having a single action 
trigger and hammer that really 
work. 

The next day police requested 
that sales of the gun be halted. 
They claimed it could shoot caps 
in violation of a local ordinance 
and that it might be used in hold- 
ups. 

Some Are Unhappy 

Joseph A. Deglman, publicity di- 


rector of the store, asserted that 
‘the store had received clearance 


FAIRCHILD 
AERIAL 
SURVEYS, 


THIS I NEW YORK 


wr Six and a half million vehicles yearly cross the Triborough 
Bridge, to and from Manhattan and the great home com- 


munities of 


Bronx and Queens. 


The main structure comprises 


four bridges, a long trestle and a fantastic bulb intersection 


to control traffic. Triborough and its approaches, bordered 
by age and playgrounds, cover 14 miles. In construcfion, 
whole avenues were rebuilt as boulevards. Desolate roads 


became great 
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Advertising Age, March 11, 1946 


a. 
Boston Store 


Fall Seale, Actual Size 
Plastic Toy Pistol 


WITH SINGLE-ACTION TRIGGER 
AND HAMMER THAT REALLY WOR 


TOO TRUTHFUL—This four-column ad 
for Milwaukee's Boston Store resulted 
in a visit from the police. The toy 
pistol, reproduced actual size, seemed 
entirely too realistic. 


for the gun’s sale from the city at- 
torney’s office. He denied that 
the gun was a cap pistol. 

“A big department store can’t 
make everyone happy,” Mr. Degl- 
man said. “You know we sel] 
bowie knives in the store and you 
could kill someone a lot easier and 
quieter with one of them. Some 
people don’t like it when we sel] 
liquor.” 

Mr. Degiman claimed that even 
the police sergeant sent over to 
look at the pistols bought one for 
himself. 

The store sold out its stock of 
2,500 of the pistols and agreed not 
to sell any more except to fill mail 
orders already received. The toy 
gun is made by the Ideal Mfg. 
Company, New York. 


Yale & Towne Names Two 


Meade Johnson, formerly assist- 
ant manager of contract hardware 
sales of Yale & Towne Mfg. Com- 
pany, Stamford, Conn., has been 


appointed manager of builders 
hardware sales. R. T. Mitchell, 
|former manager of contract hard- 
|ware sales, has been transferred 
|to Washington to handle the com- 
/pany’s government contracts. 


\Name G. M. Basford 


Grote Mfg. Company, Bellevue, 
|Ky., plastic reflectors and lenses, 
| and Rockville Vulcanizer Equip- 
iment Company, Long Island City, 
|N. Y., have named G. M. Basford 
Company, New York, to handle 
advertising. Both companies plan 
extensive ad campaigns. 


Joins James W. Irwin 


James F. Fox, former advertis- 
ing executive of the Kohler Com- 
pany, Kohler, Wis., and recently 
in the Navy, has joined James VW. 
Irwin & Associates, New York, 
publie relations consultant, as an 
account executive. 


COLLINS, MILLER & 
HUTCHINGS 


PHOTO-ENGRAVERS 


207 North Michigan Avenue 


Chicago 1, Illinois .....-- 
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@- The Research Department of THE Houston 
CHRONICLE recently completed a comprehensive 
study of Houston families and their postwar buying 
plans. Shown below is the Buying Power (Family 
Income) “picture” developed in this study..Houston 
is a rich and responsive market—by far the greatest 
in the South. 
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ANNUAL FAMILY 
INCOME (AUTUMN - 1945) 


HOUSTON CHRONICLE 
FAMILIES FAMILIES 


$4,000 OR MORE... 9%..11% 


(85% READ THE CHRONICLE) 


$2,500 T0 $4,000... 32 


(76% READ THE CHRONICLE) 


$1,500 TO $2,500... 36 


(68% READ THE CHRONICLE) 


‘win 

ler advertis- 
<ohler Com- 
and recently 
2d) James VW. 
New York, 
iltant, as an 


(53% READ THE CHRONICLE) 


—_ 


f 
} : 
The Houston Market is sold 


LLER & when your story is told THE H 
aver) e «ein The Chronicle . CHRONICLE 


an Avenue 


R. W. McCARTHY THE BRANHAM COMPANY 


National Advertising Manager National Representatives 
= Pest In CIRCULATION and ADVERTISING for the 33rd CONSECUTIVE YEAR 


? - N y eae Pan ae 
ficial i] , 2 : + ; S : ; oe We 
< 2 < mi <2 . ace a a Bern 7 ¥) 
a 5 ie ie 
i eS 
a arerere e. TERR RR . a3 
. e ° B ae 0 6 8 # # ee *s 
« oe oR RRR ee ey 
IRE RRR ERR RRS RE 3 Ss 
_ eR EER RRR RRR EER SE NCOOSS EEN 
- OO ee ee eseeeeeeeee @ eeveoweerver ee ee ee . j 
ag) OO CN I eee s soo 6 * ates .? Be 
aot Oe ae ot he ie He oes o* EP) CES ae INS. —_ | a 
POOF RO PP Pee ee EE Cae: 
eo cee ee ee 6 2 8 8 > ese + go 0 6 60 818 © 4 p 
eeooeseoeeaeoeeoe © - ee se © 0 ew ee 8 0 8 + 
Bocce e eee eee os eo 6 06s 2 6 OOF OF 7 mo 
“\ Seva ese 6 0 0 0° eee eee ee * 6 8 8 © > 2 
bee ew oe eee POR KOK ‘re 
‘ KO Oe” Boe eats eo 00 0.86 ane 
. = ' ot etere ee 6 6, te hd a : it @ “a 
‘ > gto tara a on * he at : cue as 
vie PRR v 00.6050 40 a%ete ree a oe 
svetetere bee seceeeeeee A jane 
- " aretete e's 0 a WOR AS nj = 
— \ goons SO ie cer 
Y 4 ey 7 PParererbre ie 
Pn oe oe rareesterey rr 
4 SO * at etetete Pe. 
4c4] “ee eee «eeee iat 3 
as Brcte'e%a°o'al stetetetete ; 
% SAGO” ord he 
“a ¢ FS. 6.630.998 *e° ere ere s 
pee | ptlelelers terete, 
> > "eevee eeeee? 
» Pe tatatets eter erate 
J ee atetotere 
Patatets steretere - 
Batates atetetere 
Beate ee SAO i 
Fiatecete atetetete 
Aa” aretens 
Pete o ad P Ay 
as ae 
Bat,c00 sous” 
7 seteceiecs G oe 
eosee ee ay 
SEE Me cee 0 @ 8 * " 
——-@ #0 © @.o°% oe 8 
“eevee eee * : 
Bisse, * etch otetare ote y 
a ctatetatetenetecseaty seetete : 
oats, Ne - 
teteted arecestacetetent ae 
a ee B00 .0.0,9,9,9.%, atl 
Frere te ee +, erate teteteterele le ~ i 
II Mis. SABO : a 
pocereee.t,e he mao" ate" : i 
SRRTRY x : etetel 
SPP ‘ We pe.e.¢ wa eg 
Fetetorag w™. is Cs. “a sts i 
brets’ere , ’ 4 M,* 6% ee 
Bacsestes ei oe ae Patoce ay 
rer entte aé: ; ee" eee a 
Breteresss . * a i ” t eee om 
Pate ere tal iy (2 Se, ou tate 
Oe “ : ef — a ‘Tee . me 
0.0 .0,0,°,9. a — \ rr; a - » ces. 
e's ee oe Figs a 7 Lf . ee 
Pats atetatens ; ag 7 _— - pes 
srarateteteners : y 3 if] Ba 
Se eee \ Se gE ‘ , al € F 
o’s es S : , — j 
a) —~ a ie: See 
: ms, > ‘ : ’ Fr Cl * 
t by w Cu % < \ om 
mnt f , >. - aa f | ‘ 
q 4 “ 3 a mz As . ‘ . ~ 
= "Ss 6B; \ 
4 ss oe ee : , ; 
—_ a “iM S va’ 
om : = ad a sah ? } 4 re \ a 
a : { Z att . ‘ / : ae 
eee : : vA he 4) i 5 “Ala ies 
. . i — bs ; 4 , a 1 
, ae 5 M: * 4 2 ) fi e 
—— ‘4 Ae a -— 2 / / 
+ 4 = / 
aT s fw — ' we a A / is ae 
“a a: i yt. be “i et * ao . é 
a " ; SatatatatateteteleteteteteDoletelelelTeletetetetetetetetetetetet ice 
‘ —i ; baie , seat tte ios : 
» a — Ye ee oe ‘(es rw — eames oS : 
i, é Bs, a : eee e"atare"e'b'o'e"n"e'ee'e"e"e'e' ee" sasecesicecececesetesateteteneaetssinisisanssssseaseeeeeeeeess eroressieeeeeasateteteteteteten ietetenetetetets 4.9.99 9 9 6.9.9 60 © @ : 
/* SO a os : Ns \ ha NaA ei seen eee meee ome 
: a a ae ee : : ‘ pe arora er e'e se ee se e's e's oreo”. sine “ : 
ec . fa oN J <a 6 Geo ® WA wt” ay ee oe: a 
lie bi : , eae = a My - seetes Bs MRE 
a ae a oe - = 00a Giml ES = ee 
ie = : . i. a al Scan” 7 Bs pos ime 
— ; a “ee —_—" Bee Rass 
. ayy. “Sa se oe - ah ww 3 od oer 
z . the iS - i ai, = . stetee felete 
eo a 2 oe are NSN eee states 
i w 2 ax ee Se pa a 
4 Re fo ee See see oo ae 
é i. OR ‘eiete Seeste i 
ee ae Pc eres . pe ea ee ee ete Se i 
: - ae oe PEE ae ‘ ‘ CS ® : Wie st E> 
; j as ie ae DR ie aa. | Be Se a 
a an oS Ot \ . a ihn Bet ka) ee ene «ss Setet oe 
." i i Fa on ee Pyne a a a a ee eects : 
ES ee ; eek > S 2 Be sen Br 
——> eae ~~ ———— ll Bas ee 
. & any 7 a pst es # a a a a ‘i i ‘eteto aetet oe 
3 iy. Nee abi one Ce oo :: pa ean 
o ~ e Pa: eer F Bey eee ee |:-.- sores bane 
e po ee ie : i di . Rod <a 
et ae aa mee , ae a Ba po os. 
es eee ee sett ee ; h 5 ae xt eee Se St 
dj Ps a Fey? a ij eS oma ay | ¥ od a be 
‘ pid | Piet a eee ak. 2 Ba poe or eaitan 
+ ER - Px a % 5 oe Voda ’ eo iy. RSs me a ee 
e. he: 2 <i AT i ees . X oe. (eae a ah Hae ae tote? Miia 
Sie 2 4 ee ee a F —_ ; As Bae sens 
! F< ey oe A es . i 4 Oe a eae oietee 4 > 
4 tel Me oe se %. Ri) Sod “am ot hes 4 “ og wn ae ee be med a 
nih £, Se ae ee he: . | AR ele a 
’ ee ue ys in is eee | an BB pd pee 
- ae is z ®3 Paittig k i: ee =] —— tere fete me 
: feng ae a a oS ) {i we me 
F | ed Ls © a a Peas Bs ee 
x 2 ; ‘ ee ee 5 ps Bese 
Ye f ; ; alien AS ee : sae i . stenee 
3 kn se 4 a a : BP 9s ag ;  Wige ~. BE Sesto : 
xs ey hcg . a 
. fe eg: ae ae a Ree Setete 
wale ¢ 4 — Sag Sete nod 
B40 by 7 ane ‘ is sees > 
ao a t's cw x ae see s 8 eestee - 
am oe 7 We BS ee 
Fe oe oe S35 conte 
ee 2 gy Reese Setete ee 
ae 7 = seats Stet oom 
ie . ' ; Boe paid eine 
= are A eb eet wee £25 
we ae ' S ee Be i 
; ‘ 3 eeetes stoner Pa eae. 
: ? ¢ 7: tee Bg jae 
 . Pat ee sitet pod <a 
4 % (ee eae 4 : setae sent a 
— : | oe Be —hwBRS s 8 sonst i 
: e #: weeeee secate be 
J = a Bd oe 
: . aa et pose ans 
Py ; 7 Bs Bd ~~ 
% J fo é pee SS Pi 
‘y -. : Reed et ; Be 
a in tom Ro pesed Be: 
e 2. Oe ie 3 Bed See Se 
3 3 - si ade % stots siete ie 
aS Ff. ee > St 9 ? 3 Es a 
ao % . al ‘ orete® eee = 
a > ae Oo ne Saar. ,ip 
oe f a Rd ess s 8 Bs an 
: ‘ " Be Bod BE es. 
a ~ el stele eg i 
/ Ze 3 eam 
ateree re 
tet anne Bat as e 
seer teeta pes 5 Fives 
Seatac eaertemmaranneaarrrnsreses etree he a ‘ 
erie ene eee een SSS 8 Bs he 
SSN SoS NS i 
5 celeste .% 7 
Pt ee : 4 
0D SO a OES E J a % 
‘lta 
‘ pun 
IN se 
if . she 2 7 ete ll eo. 
ee! ree ae : "> + Baie 
‘ao kia 
, af A ny 7 . x p ‘A 
te t . s . y » 
‘ uray ‘ * ‘ - ta Basie 5 a 2 
$ é , —< : \ ‘ Be 


at, 


20 


HERES WHERE THE MONEY COMES FROM~ 


JEWEL FOOD STORE SALES 


JEWEL ROUTE SALES 


_. WHERE DID IT GO? 


WHAT HAPPENED TO THE MONEY — 


» 


| 


KEPT FOR FUTURE NEEDS. 


STORY IN CARTOONS—Jewel Tea Co., Barrington, Ill., published a special 


issue of its sales personnel division paper, The Crusader, the center spread 


of which is reproduced here. 


The story of the company's operations is told 


in a simple, easy-to-understand presentation using cartoon illustrations. 


Ronson $500,000 
Ad Drive Goes to 


Magazines, Radio 
Newark, March 6.—Ronson Art 
Metal Works, Inc., will spend 


$500,000 or more, depending upon 
production, in advertising lighters, 
table lighters and accessories in 
national magazines, with possible 
use of radio in the fall, Alexander 
Harris, president, announced last 
week. 

The company will spend more 
than $1,000,000 this year enlarging 
its plants and facilities at Newark, 
East Stroudsburg, Pa., and To- 
ronto, Mr. Harris revealed, in an 
attempt to bring production facili- 
ties up to demand. 

Magazine copy, stylized and in- 
stitutional in tone, will run in 


|The American Weekly, Bride’s 
|Magazine, Fortune, Harper’s Ba- | 
|zaar, Collier’s, House Beautiful, | 
House & Garden, Life, The New | 
Yorker, True and The Saturday 
|Evening Post. The campaign will 
|be intensified at seasonal peaks, | 
particularly before Christmas. 

Radio plans are indefinite at, 
present, since the company is con- 
sidering alternative types of pro-| 
grams. 

Mr. Harris left for England and 
the continent this week to visit 
the company’s English plants and 
to make plans for marketing Ron- 
son lighters in Europe. Cecil & 
Presbrey, New York, is the agency 
for the American company. 


Names Anfenger 

Anfenger Advertising Agency, 
St. Louis, has been named by the 
Bubble Up Corporation, St. Louis, 
to handle its advertising. | 


| 


THE NASHVILLE 


TENNESSEAN 


ROTO 


* | 


now published in larger and more readable | 


1000-LI 


NE SIZE 


(5 column x 200 lines) 


ROTO 
MONOTONE: 
Unit of Space Per Line 
50 to 200 lines......... 47¢ 
200 to 400 lines......... 46c 
400 to 500 lines......... 45¢ 
500 to 600 lines......... 44e 
600 to 1000 lines......... 13¢ 
ee re 12¢ 


RATES 

Discounts (Within one year) 
eee ee 3% 
CNS 26.68 :6.0.0: oetaehned 5% 
3 eee eee 7% 
Bo ee ee ee 10% 
Discount figured from Mono. 


tone rate only. Color Premium 
net. 


FULL COLOR—$110.00 extra per unit net. 


DUOTONE OR SPOT COLOR—$60.00 extra per unit net. 
Minimum color unit 2/5 page. 


The Nashville Tennessean Roto Magazine Carried 270,491 Lines 
of Advertising from July 1, (First issue) Through Dee. 31, 1945. 


The Roto Magazine Package—L 


ouisville, Atlanta, Columbus and 


Nashville (other major markets to be announced shortly) require 


only one set of positives. 
write us. 


Ask a Branham man for details or 


Make Roto Magazine Reservations Now! e 


EVENING 


Regret sented. & Th 
ee ae ¥ y i es 


MORNING SUNDAY 


2 NEWSPAPER PRINTING CORPORATION. ACENT = | 


@€° Branham Company 


» HE 
* 


Names Gray & Rogers 


Slater System Food Service, op- 
erator of a chain of dining rooms 
and cafeterias in large industrial 
plants along the Atlantic seaboard, 
has named Gray & Rogers, Phila- 
delphia, to handle advertising and 
public relations. 


Joins Allied Control 


John Hammond, formerly with 
General Controls, has been named 
vice-president and general man- 
ager of Allied Control Valve Com- 
pany, South Norwalk, Conn. 


Crosley Boosts Lett 


Tye M. Lett Jr., formerly as- 
|sistant export director, has been 
appointed director of exports of 
the Crosley Corporation, Cincin- 
nati, succeeding J. W. DeLind Jr., 
'who recently resigned. 


NBC Plans Radio School 


NBC, through its station KPO, 
| San Francisco, has completed plans 
‘for the KPO-Stanford Radio In- 
| stitute to begin June 20. The eight 
| weeks’ course of instruction and 
| practical work will deal prin- 
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cipally with radio writing, pro. 
duction, engineering, announcing 
| selling and advertising, and classe. 
|will be divided between KpPpop 
| studios and Stanford classrooms. 


| Promotes Recordak 

| Recordak Corporation, Ro. 
chester, N. Y., subsidiary of East. 
man Kodak Company, ha: 
launched a campaign in the New 
York Journal of Commerce ang 
other publications to advertise 
that “Recordak Microfilming 
Service Is Back” and available ty, 
all business and industrial firms. 


Ovr sole job is to help people live 
better in their homes. 


So we tackled the porch —a good 
thing, but a nuisance because it’s 
always shutting out light or air, 


usually both. 


We angled it off the corner of the 
house where it catches breezes even 
from the opposite corner of the house 


and doesn’t cut off 
light. 


And we built it into an outdoor room, 
with cabinets, a fireplace without 
benefit of sand or bugs, and two cor- 
ner storage closets for porch furni- 


ture and et ceteras. 


—$<$<——___ 


BETTER 


CORWER: 


. @& & wre ew 


Most porches don’t rate screens and hat 
louvered shades. Ours does. Most{pHi 
porches don’t rate linoleum over theper' 
wood floor. Ours does. Most porchesf#™ 
don’t rate a radio of their own. Oursfhei 
does. Most porches don’t rate hard: ‘ha 


ware. Ours does. Most porches don'fPHi 


a single ray of 


porches 


make barbecue cooking easy and 
really fun. Ours does. Most porche: 
don’t call for extra millwork and 
paint for cabinets. Ours does. Most 


good furniture as ours does. 


It’s ideas like this, which we keep 
pushing every month in Bette! 


Homes & Gardens, that make BH& 


such a good spot to presell anything 


don’t call for as much or 4 
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Breon Promotes Morrison 


Fred A. Morrison has been pro- 
moted from general sales manager 
to advertising manager of George 
A. Breon Company, manufacturing 
pharmaceutical chemist, Kansas 
City, Mo. 


Stambaugh Joins Buhai 


David S. Stambaugh, former as- 
sistant city editor of the Toledo 
Times, has joined the staff of 
Buhai Publishing Company, Chi- 
cago, specialist in house organs 
and contact magazines. 


Fields Sells Rau Store 


Marshall Field & Co. has sold 
The Rau Store, Chicago Heights, 
to The Rau Store Corporation, a 
recently formed company headed 
by Sidney W. Bloom. Land and 
building were also acquired by the 
new corporation. 


Miller Names Gross 


Miller Company, Meriden, Conn., 
has placed advertising for its il- 
luminating and heating products 
divisions with Julian Gross Ad- 
vertising Agency, Hartford. 


|Healy to Freiburg 


J. O. Healy, wartime director of 
the department of publication and 
reports for Todd Shipbuilding Cor- 
poration, New York, has joined 
John Freiburg & Co., Los Angeles 
advertising agency, as head of the 
national research deartment. Mr. 
Healy at one time was head of the 
department of research for Lever 
Bros., Cambridge, Mass., a_ post 
he held for nine years, and later 
was general field supervisor for 
the Audit Bureau of Sales, Green- 
wich, Conn. 


Paper Companies Merge 


Howard Paper Mills, Inc., a con- 
solidated corporation, has been 
formed through merger of Aetna 
Paper Company, Dayton, O., and_| 
Howard Paper Company, Urbana, | 
O. Harry A. Legge remains as| 
head of the corporation. 


Food Guild Names Welch 


The Food Guild of America, | 
Denver, has appointed Wayne 
Welch, Inc., Denver agency, to 
handle its public relations activi-| 
ties. 


} 
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‘eens andghat goes into homes. 2,650,000 


yes. MostPH&G families actually (Census re- 
. over thefport. 1940) spend more than their 
t porches inmediate neighbors on their homes, 
wn. Ourfieir equipment, and on upkeep. 
ate hardPhat’s one proof of the selling job 


hes don’tBH&G does. 


easy and 
tL porches 
york and 
yes. Most 
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and no place like Better Homes & Gardens 


to sell everything that goes into homes 


CIRCULATION OVER 2,650,000 


$ NO aPlae 


15 straight months 


For 
Akron has topped all 
Ohio cities in Sales Man- 
Retail 


and Services Forecasts. 


agement's Sales 


1939 as the last 


normal and official census 


Using 


year, Akron's City Index 
showed a gain for each 
of the 15 months of from 
118.5%, to 141.2%. 


For the same period the 
City National Index, 
which relates the city 
change to the national 
change, shows that Akron 
has done better, rela- 
tively, than the nation— 
by 32% to 41.4%. 


Yes, Akron is tops in Ohio. 
It should also top your list 
when preparing your new 
And don’t 
forget, for top coverage of 
this rich market you need 
only ‘use Akron’s ONLY daily 
and Sunday newspaper. 


sales promotions. 


New York 
Chicago 


JOHN S. KNIGHT, Publisher 


Represented by: 
STORY, BROOKS & FINLEY 


Los Angeles 
Atlanta 


Cleveland 
Philadelphia 
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Red Cross Drive 
on in Full Force 
Throughout March 


Washington, March 6.—After a 
“Radio Day” kickoff last week, the 
Red Cross campaign for $100,000,- 
000 will run through March, with 
strong support by the Advertising 
Council, and by individual adver- 
tisers and media. 

Fourteen matted newspaper ads 
will be available to newspapers at 
local Red Cross offices through the 
month, network radio coverage 
will be provided by the alloca- 
tions service of the Advertising 
Council, and 15,000 24-sheet pos- 
ters will be employed by the Out- 
door Advertising Association. 

Magazine and newspaper cover- 
age of the campaign, featuring 
“The job ahead” in serving occu- 
pation forces, veterans and the 
hospitalized, got under way in the 
fall and reaches its peak in March. 

More than 30 national magazines 


with a combined circulation ex- 
ceeding 15,000,000 are featuring 
Red Cross in their March issues, 
and some, including newspaper 
magazine sections, are carrying 
Red Cross covers. 

Pullman cars and railroad din- 
ing cars are displaying Red Cross 
messages, with special Red Cross 
postcards made available by 28 
railroads having dining car serv- 
ice. Child’s restaurants received 
7,500 gummed stickers for use on 
menu cards, and A & P stores have 
promised Red Cross window dis- 
plays. 

Special assistance is planned by 
trade publications and house or- 
gans, and by religious, farm, labor, 
fraternal, collegiate and other pub- 
lications. 


Plastics’ Joins ABC 

Plastics, published by Ziff-Davis 
Publishing Company, Chicago, has 
been admitted to membership in 
the Audit Bureau of Circulations. 
Its average net paid for the last 
six months of 1945 was 9,941, with 
total distribution of 14,374. 


Publishers Council 


Issues ‘Ratings 
on Md. Weeklies 


Flannery Group Plans 
Comparative Data 
for All States 


New York, March 7. — The 
American Weekly Newspaper Pub- 
lishers Council, of which Vaughn 
Flannery, publisher of the Gazette 
of Harford, Md., is chairman, has 
just issued comparative study of 
weekly newspapers of Maryland, 
the first of a series of state studies 
which began a year ago. Reports 
on Missouri, Ohio and Colorado 
will be released shortly, and data 
on other states will follow. 

Mr. Flannery formerly was art 
director of Young & Rubicam, and 


recently has been a consultant to 
Compton Advertising, Inc. 

The council was formed “to as- 
certain and report the facts about 
weekly newspapers; to interpret 
these facts to advertisers, and to 
foster both quantitative and quali- 
tative research of the weekly 
newspapers.” 


Gives Basic Data 


Under county subheads are 
listed the population, annual retail 
sales, number of county families, 
annual retail sales per family, per- 
centage of population in towns 
under 10,000, and in. towns of 
under 2,500. 

The weekly newspapers in each 
county are then shown with 
AWNPC “ratings,” from A to E on 
each of three factors. The first 
represents the amount of local 
news carried. The second rates 
the number of pages in the paper, 
and the third “the cost per inch 


per 1,000 families reached, based 


upon the national advertising rate 
as reported in the 1945 ‘Directory 
of Country and Suburban Home 


If you are a manufacturer, seller, or advertiser of 
equipment, supplies, or services to the food proc- 
essing industries, we believe you'll agree with this 
Appraisal after you have examined your copy of 
Western CANNER & PACKER’S 3rd Buying Habit Sur- 


MEMO 
the Desk of 


Ss: (By the president 
of a leading 
national industrial 
advertising agency. 

} Name on request.) 


vey. Your copy sent on request without obligation. 


A MILLER FREEMAN PUBLICATION 


121 SECOND STREET~ SAN FRANCISCO 5, CALIFORNIA 
370 LEXINGTON AVENUE-NEW YORK 17, N.Y. 
VANCOUVER: SEATTLE - PORTLAND: LOS ANGELES: DENVER: NEW ORLEANS 


Western CANNER & PACKER is the only ABC journal covering 
western food processing industries which produce approximately half 
the nation’s canned, dried, frozen and preserved fruits and vegetables. 


Advertising Age, March 11, 194, 


Town Newspapers.’ ” 

A and B ratings for each facto; 
are above and D and E ratings be. 
low the average for the newspa- 
|pers in the state. C is average 
“Thus a rating of CCC,” the coun. 
| cil explains, “would mean that 4 
newspaper was at the state’s aver- 
age in all three factors.” 

The listings also show for each 
|paper the “ratio of AWNPC 
| weighted circulation to county 
family coverage,” based on the 
following procedure: “First, we 
i\took the claimed circulation of 
‘each newspaper as reported in the 
‘Directory of Country and Subur- 
ban Home Town Newspapers,’ and 
in fairness to each publisher this 
figure is reprinted in this study.” 
The council did not accept these 
figures “at face value because 
there is not, as yet, any standard 
method” by which such informa- 
tion is reported. 

In calculating family coverage 
the council used figures weighted 
as follows: “ABC figures were ac- 
cepted: 100%; postoffice statements 
—if published annually in the 
/newspaper—were accepted at 75%, 
since the postoffice regulations are 
‘not as strict as ABC; publisher's 
‘sworn statement— but not pub- 
‘lished in the newspaper— at 
66 2/3%; publisher’s claims un- 
| substantiated by any evidence. . 
50%. 
| “These weighted figures were 
‘then compared with the number of 
‘families in the country to ascertain 
\the percentage of family cover- 
| age.” 


; @ ’ 
‘My Baby’ Issued Monthly 
My Baby magazine, New York, 
| which for the past three years has 
| appeared quarterly, will be pub- 
lished monthly starting with the 
March issue. The magazine has a 
guaranteed average circulation of 
120,000 monthly and is distributed 
exclusively by 128 department 
stores throughout the country. The 
magazine has added H. Woodruff 
Bissell as art and production man- 
ager, and Peggy Stephenson as as- 
sociate editor. 


Harms Quits Blackett 


Marvin Harms, one of the prin- 
cipals of Hill Blackett & Co., Chi- 
cago, has announced his with- 
drawal from the agency effective 
March 5. After a vacation of a! 
least a month, Mr. Harms will an- 
nounce his future plans. 


Joins ‘Prairie Farmer’ 


Paul Chandler, for 17 years as- 
sociated with the late William Al- 
len White on the Emporia Gazette, 
has been named managing editor 
of Prairie Farmer, Chicago. 


Starts Ex-G.I. Digest 


Brooklyn—The Different Digest. 
jan all ex-G.I. pocket-sized 
;monthly, has been launched by 
{Charles H. Mangin, with offices a! 
'175 Shepherd Ave‘, Brooklyn. 


500,000 


STOCK PHOTOS 


KAUFMANN & FABRY ( 


425 S. WABASH AVEN 
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He Will Give You The Angles On Los Angeles 


pon the motion picture industry — take 15,000 oil 
wells, a large share of the nation’s natural gas supply 
and a sea teeming with fish — take the world’s finest 


climate, the country’s richest agricultural region and a 


$200,000,000 tourist industry— and what do you have? 
Southern California? 


No — not yet. For on this basic economy of Southern 
California — on this broad bulwark of 
natural wealth — you must place an 
industrial economy which was already 
fifth in production and first in diversi- 
fication among all U.S. industrial areas 
in 1939. In Southern California the war 
only accelerated an industrial economy 


which was already expanding. 


Here is a sales sctup virtually without 


HEARST ADVERTISING SERVICE 


parallel in the nation. And here is a market which calls i 


for intimate, searching, day-by-day examination of area : 


and people — the kind of examination that is second 


mature to a 


Selling facts of such a nature are what the Hearst 


newspaperman. 


Advertising Service is prepared to lay before you today — 


not only on 


CALL THE H-A-S MAN 


Just drop us a note 
saying, ‘‘I’m inter- 
ested in your market 
information on (name 
vour type of product es 


HERBERT W. BEYEA, Manager 


959—8th Ave., New York 19, N. Y.— Offices in principal cities 


Representing: 


New York Journal-American - 
Baltimore News-Post-American + 
San Francisco Examiner + 


ee . SET re pt ee 


Pittsburgh Sun- Telegraph 
Boston Record-American- Advertiser 
Los Angeles Examiner * 


Los Angeles and Southern California but on 
nine other key markets of America. The 
H-A-S man has behind him a storehouse 
of information drawn from constant con- 
tact with sales and advertising executives 
and from important research sources. 


Many sales and advertising executives 
throughout the country are profiting by 
this information. Why not call in the 
H-A-S man today? 


* Chicago Herald-American 
- Detroit Times + Albany limes-l nion 


Seattle Post-Intelligencer 
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‘Forum’ Prints ‘Final’ 
for Home Builders’ Show 


During the recent Chicago con- 
vention of the National Association 
of Home Builders, Architectural 
Forum each day distributed 6,000 
copies of a special “Forum Final,” 
covering up-to-date convention 
news prepared by its staff mem- 
bers at the Stevens Hotel. Inserted 
in the four-page dailies were spe- 
cial prints of Forum articles on 
the Borg-Warner Ingersoll utility 
unit and a model home set up by 
Fritz Burns in Los Angeles (AA, 
March 4). 

An editorial staff of three from 
the publication’s New York office, 
plus Time-Life Chicago production 
personnel, turned out the paper, 
which devoted most of its space to 


reproductions of group photos of 


convention attendants. 


Changes Radio Program 


Colonial Dames, Inc., Holly- 
wood, has dropped its five-minute 
Sunday night “Song of the Week” 
show to sponsor a new program, 
“Surprise Theater,’ heard Sun- 
days from 8:25 to 8:30 p.m., PST, 
over Columbia Pacific Network. 


Alka Seltzer and 
Mars Renew 
2 NBC Programs 


Chicago, March 6.—Mars, Inc., 
candy manufacturer, last week 
renewed the “Dr. I. Q.” program 
on the full NBC network for a 52- 
week period, effective April 1. 
The show, featuring Jimmy Mc- 
Clain as quiz master, is aired Mon- 
days from 9:30 to 10 p.m., CST, 
from theaters in cities throughout 
the country. 

Grant Advertising, Inc., is the 
agency in charge. 


Miles Also Renews 


Miles Laboratories, Inc., Elkhart, 
Ind., through Wade Advertising 
Agency, Chicago, has renewed an- 
other top-ranking NBC show, 
“News of the World,” also for 52 
weeks. The program, sponsored 
for Alka Seltzer, features John W. 
| Vandercook and pickups from NBC 
/news commentators around the 
|world, and is aired on the full 


NBC network Mondays, Wednes- 
days and Fridays, and on 31 sta- 
tions Tuesdays and Thursdays, 
| from 6:15 to 6:30 p.m., CST. 
‘Cisco Kid’ Returns 
Interstate Bakeries, Kansas City, 
Mo., is sponsoring the return of 
the “Cisco Kid” to the airlanes 
over the Mutual-Don Lee network, 
7:30-8 p.m., PST. It will be heard 
Mondays, Wednesdays and Fridays, 
replacing the “Lone Ranger.” 


Moves From CBS to ABC 


Southern Cotton Oil Company, 
New Orleans, for Wesson oil and 
Snowdrift shortening, is moving 
“Try ‘N’ Find Me,” Monday 
through Friday audience partici- 
pation program, from CBS to the 
American Broadcasting Company. 
The show left CBS Feb. 22 and 
starts this month on ABC, 4:15- 


& Eckhardt, New York. 
H. Fendrich, Inc., 
Ind., cigars, has discontinued 
“Smoke Dreams,” Sunday, 2-2:30 


4:30 p.m., EST. Agency is Kenyon | 


Evansville, | 


| 


Inc., New York, will cease spon- 
sorship of Orson Welles, Sunday, 
1:15-1:30 p.m., EST, both from 
ABC. Ruthrauff & Ryan, Chicago, 
is the Fendrich agency, and Lear 
is handled by the Kudner Agency, 
New York. 


Rensie Watch Leaves MBS 


Rensie Watches, New York, 
through Weiss & Galler, on March 
13 will leave MBS, dropping Dave 
Elman’s “Radio Auction” after a 
26-week sponsorship. The pro- 


'gram is heard Wednesday 10-10: 30 


p.m., EST. 

At the same time, Helbros 
Watch Company, New York, has 
announced an expanded network 
for its dramatic quiz program 
“Quick as a Flash,” to become ef- 
fective April 7 when it will use 
the full network of 280 stations. 
Agency is William H. Weintraub & 
Co., New York. 


Sterling on ABC 


Sterling Drug, New York, began 
sponsorship Feb. 18 of a quarter- 


p.m., EST, and on March 17 Lear, |hour song-and-patter program fea- 


More 


Jor your money 
on Mutual — 


HAVE you compared network rates lately ? 


Mutual has adapted and adopted as its 
credo: More value for each radio dollar 
than has been made available in network 
radio before. Mutual is helping advertisers 


to keep their costs of distribution in line. 


For example... Mutual today delivers 40 
more stations than a year ago, reaches hun- 
dreds of thousands more radio homes at no 
increase in overall cost. Mutual is the larg- 
est network in station count—with one- 
third more stations than the next network. 


And Mutual rates are lowest. For any 


o* 


standard time-unit bought on a full net- 
work basis for a full year, Network A costs 
at least 24% more than Mutual; Network 
B costs at least 47% more than Mutual; 


Network C costs at least 64% more. 


In planning your advertising budget, keep 
these factors in mind— 

STATIONS... Mutual has top-flight outlets 
reaching forty-seven of the leading 50 mar- 
kets—and more exclusive station-cities 
than all other networks combined. 
PROGRAMS... Mutual-developed programs 
are working for four of the top ten radio 
advertisers; 5 times as many air-tested fea- 
tures are currently available. 

EcoNoMY ...A half-hour evening over a 
network of 260 Mutual stations costs only 


$6,700 per week for time (52 week basis). 


Have you compared network rates and 
values lately? Apparently more and more 
advertisers have—because Mutual’s sales 
increased 33% in November, 49% in 
December and 66% in January compared 


to the same months the year before. 


It will pay you to investigate and compare. 


Mutual 


Broadcasting System 


Advertising Age, March 11, 1946 


On Sale First Time 
Here Anywhere 
Tomorro. in America! 


to wake up the country 


THE UNITED STATES TIME CORPORATION 


LOCAL ANGLE—This newspaper ad 
appeared in Little Rock, Ark., to an- 
nounce United States Time Corp.'s new 
postwar model Waterbury clock, which, 
copy points out, “was manufactured 
here in town by Little Rock workers." 


turing Zeke Manners, Monday 
through Friday, 7:45-8 a.m., PST, 
over the full ABC Pacific Coast 
network. Dancer - Fitzgerald - 
Sample, New York, is the agency. 


Campbell-Mithun Names 
Minneapolis Manager 

August C. Ragnow has been 
named manager of the Minne- 
apolis office of Campbell-Mithun, 
which he joined 
two years ago 
as account ex- 
ecutive. Prior to 
joining this 
agency, he was 
an account ex- 
ecutive in the 
Minneapolis of- 
fice of McCann- 
Erickson for 
Pillsbury Mills. 
For 13 years, 
|Mr. Ragnow 
was in the ad- 
vertising department of Swift & 
|Co., Chicago. 


Johnston Rejoins Arndt: 
Agency Adds Account 


James N. Johnston, recently re- 
leased from the Army, has re- 
‘turned to John Falkner Arndt & 
Co., Philadelphia, as assistant ac- 
/count manager on industrial ac- 
counts. Prior to the war, he was 
|a copywriter for the agency. 

The agency has been appointed 
to handle the advertising of Alan 
Wood Steel Company, Consho- 
hocken, Pa., manufacturer of steel 
products. 


A. C. Ragnow 


one of America's 
largest stores 
for men and boys — 
placed 


62.7% 


of its-advertising 
space in the 


BUFFALO : 
COURIER-EXPRESS 


In retailing, 

advertising pays off 

at the cash register 
and in Buffalo 

local space buyers know 


the Courier-Express 
Delivers the Goods! 


Oe yr. 


BUFFALO'S ONLY 
MORNING & SUNDAY NEWSPAPER 
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Justice Opposes 
Rails’ Purchase 
of Pullman Unit 


Washington, March 6.—The De- 
partment of Justice demonstrated 
its dissatisfaction with the $75,- 
000,000 sale of the Pullman sleep- 
ing car business to a combination 
of 49 railroads by appealing to the 
Supreme Court today to set aside 
the award, approved last July by 
a three-man district court in 
Philadelphia. 

Continuing to demonstrate its 
preference for the offer of Otis & 
Co., which includes in its owner- 
ship Robert R. Young, president 
of the Chesapeake & Ohio, the gov- 
ernment said in its Supreme Court 
plea that the district court award 
“substitutes a railroad - owned 
monopoly for the monopoly struck 
down.” 

The Otis firm and Mr. Young, 
who has continued to agitate for 
through Pullman service coast-to- 
coast, joined in the government 
protest, as did the investment firm 
of Glore Forgan & Co., a second 
unsuccessful bidder. 


Last-Minute Action 


In filing the appeal, the govern- 
ment notified the Philadelphia 
court that the case could not be 
argued until the fall term of the 
high tribunal, Meanwhile Pullman- 
Standard is to continue to operate 
the business, 

In Chicago, Fred Gurley, presi- 
dent of the Santa Fe, said the 
railroad combination was “shocked 
and surprised” and that it would 
continue to fight with every avail- 
able legal means. 

Mr. Gurley asserted that the 
government action was an 
“eleventh hour” development, 
filed on the 59th day of a 60-day 
appeal period. He contended that 
Otis & Co. sought complete con- 
trol of the design and construction 
of sleeping cars, and would handi- 
cap the railroads in their efforts 
“to provide increasingly attractive 
car services.” 


Creates ‘Buyers Monopoly’ 


As a result of events in the dis- 
trict court in Philadelphia, the 
suit originally filed in July 1940 
had brought on an order for Pull- 
man to divest itself of either its 
manufacturing or sleeping car 


— Buying — 


COMMAND A, PERFORMANCE 


The Magazine that is 


MONG NEGROES 
_ Write for Rate Schedule [XJ 


S. CALUMET, CHICAGO 15, ILLINOIS 


service. When the court left the 
company free to select a buyer, 
subject to future approval, Pull- 
man accepted the $75,000,000 com- 
bination bid. 

In pressing for Supreme Court 
action on the suit, the Department 
of Justice contended that sale to 
the railroad group “creates a buy- 
er’s monopoly, which will not cre- 
ate competition in the manufac- 
ture or servicing of sleeping cars.” 
“Under the rail plan, five rail- 
roads will control the common 
rail-owned company,” the govern- 


ment claimed. ‘Hence the smaller 
railroads will be subject to un- 
reasonable discrimination in the 
furnishing and servicing of sleep- 
ing cars.” 


Opposes Combination’s Control 


The department claimed that it 
has never opposed the ownership 
and operation by each individual 
railroad of the sleeping car busi- 
ness on its own lines, but that it 
opposed ownership and operation 
of the Pullman Company by the 
combination, 


DuPont Promotes Combs 


E. I. duPont de Nemours & Co., 
Wilmington, through Batten, Bar- 
ton, Durstine & Osborn, Inc., New 
York, has scheduled 81 full color 
and black-and-white advertise- 
menis in 16 magazines to promote 
du Pont combs. Captioned “Lovely 
hair deserves fine care,’ copy de- 
picts a tender moment between a 
boy and a girl whose shining hair 
dominates the page. Magazines 
scheduled are Ladies’ Home Jour- 
nal, Life, McCall’s, Modern Ro- 
mances, Modern Screen, Motion 
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Radio Mirror, Screen Romances, 
True Confessions, True Expe- 
riences, True Love & Romance, 
True Romances, True Story, and 
Woman’s Home Companion. 


Artography Opens Studio 
Artography, Inc., formed by 
Robert A. Cramer, Chester G. 
Savina and Sam Ardell, who have 
been active in the art, advertis 
and typographic fields, has open 
a studio at 62 W. 47th St., New 
York. The organization maintains 
@ complete typographic service as 


Picture, Movie Story, Photoplay,!well as an art studio. 


Los Angeles is America’s third 


Ben Hur Products, Inc.—Los Angeles 


> oe 


os ANGELES INDUS p, 


WEARS CROWNS 


FOOD FOR THE WORLD 


followed V-J Day. 


December indices for 


largest food processing center. Here huge 
quantities of fruit, vegetables, fish, fowl 
and beverages are packed, canned, frozen 
or dehydrated to please palates the world 
over. Yet, this is but one of nine major 
industries in which Los Angeles nationally 
ranks from first to fourth in volume of 
production. 


Authoritative statistical data re- 
veals that Los Angeles’ 7500 factories have 
bridged the nationwide slump caused by 
sudden cut-backs and cancellations which 


this area showed a marked upward swing 
with wage earner employment almost 80 
per cent above the prewar total. 


Los Angeles is a rising market 
with 1945 retail sales, value of building 
construction and real estate sales all reach- 
ing new record breaking peaks. This is 
the nation’s third largest and richest single 
county in which the Evening 
Herald-Express reaches over 40,000 more 
families than any other daily. ..a definite 
reader preference where it counts most. 


market 
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Editorial Material 
in AA Pulls Orders! 


To the Editor: Have you ever 
thought of ADVERTISING AGE — or, 
at least, The Pay-Off column—as 
a mail order medium? You might 
be interested in our experience, 
which indicates the thorough and 
responsive character of your read- 
ership. 

On Dec. 24 you selected a 21- 
line ad prepared by this agency 
for the Sylvan Company, to dis- 
cuss as an example of good mail- 
order set-up. You may recall that 
this was a book ad carrying the 
reverse heading, “5 Secrets of 
Winning Golf.” 

A day or two after Christmas 
our client took us to task for in- 
serting advertising in ADVERTISING 
AcE without getting his okay. We 


This department is a reader’s forum. Letters are welcome. 


assured him that we had done 
nothing of the sort, and when he 
showed us a fistful of orders mak- 
ing reference to ADVERTISING AGE, 
we were extremely puzzled, and 
did not solve the mystery until we 
pried the Dec. 24 issue loose from 
the talons of our production man- 
ager and saw what had happened. 

The results as of Feb. 27 show 
that 28 copies of the golf book 
have been sold as a result of this 
insertion. Since the space cost 
would have been $13.28, and inas- 
much as we have collected $28 to 
date, this is working out better 
than two to one—which is more 
than satisfactory on this particular 
account. 

This experience has led us to 
add quite a number of experi- 
mental media to the Sylvan sched- 
ule for this spring. We are test- 


ing publications reaching profes- 
sional men, and it is just possible 
that we may develop a new di- 
mension in the mail-order sale of 
certain types of books. 
CURRAN DEBRULER, 
Copy Chief, Lieber Advertis- 
ing Company, Chicago. 


Labor Public Relations 
Article Draws Some Fire 


To the Editor: I read with great 
interest the several excellent pub- 
lic relations articles in the Feb. 
25 issue of ADVERTISING AGE. Two 
statements however, in the front 
page article on “Workshop Teaches 
Public Relations to Unionists,” in 
my mind, are of doubtful accuracy. 
One is a matter of Opinion; one 
is a matter of fact. 

In the editor’s note introducing 
the article in question, the state- 


National Biscuit Company, makers 
of Shreddies, have seen to it that 
Shreddies start the day in “Michi- 


gan’s Other Half.’’* 


How? 


They’ve put the sales force of Booth 
Michigan Newspapers behind this 
outstanding breakfast food... because 


= 


ment is made: “Labor’s public re- 
lations activities have reached a 
new high plane, one which in 
many instances seems far more 
carefully developed and more ef- 
fective than that attained by man- 
agement.” 

If you are using the term “pub- 
lic relations” in the sense of pub- 
licity, you are right, but if you 
are using it in its broadest sense 
of securing friends and adherents 
for whatever cause you are 
espousing, I certainly do not think 
you are right. Labor has had a 
lot of publicity, but it is doubtful, 
in my opinion, that their public 
relations as such has ever been 
at such a low ebb, and I do not 
know of a single outstanding in- 
stance of labor public relations. 

In the second paragraph of this 
story you say: “Public relations 
counsel have worked overtime for 
years, conducting campaigns for 
big business and against organized 
labor.” That is a pretty broad 
statement to print in an alleged 
news story without even a by-line 
or any indication that it is simply 
the writer’s opinion. I not only 
question the statement, I ask for 
one responsible instance where 
public relations counsels have con- 
ducted campaigns against organ- 
ized labor. I can cite you many 
instances of labor publicity cam- 
paigns against organized business, 
designed to spread hatred for man- 
agement, mistrust of profits and 
antagonism toward our entire in- 
dustrial system, but I cannot re- 
call any instance where an or- 
ganized business campaign has 
been directed against organized 
labor as such—certainly not in 


; |recent years, 


I have been in newspaper work 


||since 1920, and public relations 


work since 1929. I have never 
done anything else but those two 
related activities. I do not like 
to see the space grabbing antics 
of organized labor called “public 


4 relations.” It does not do justice 


to my conception of the subject. 
I know of very few, if any, 
people in responsible positions in 


_.|public relations who do not be- 


Agency, McCann-Erickson, Inc. 


can profitably expand sales in these 
rich markets which have incomes 


among the highest per capita in the 
world. Therefore, whatever you sell, 
Booth Michigan Newspapers will 


serve you well! 


For specific information on 


they know they can reach these 


markets best from the inside. You, too, 


Booth Michigan Markets, call: 


Dan A. Carroll, 110 East 42nd Street, 
New York City 17 


John E. Lutz, 435 N. Michigan Ave.. 


Chicago Il 


* Population of Michigan, outside the Detroit 


trading area, is 2,602,055. 


GRAND RAPIDS PRESS - FLINT JOURNAL - KALAMAZOO GAZETTE - SAGINAW NEWS 
JACKSON CITIZEN PATRIOT - MUSKEGON CHRONICLE - BAY CITY TIMES - ANN ARBOR NEWS 


 |lieve as I do in the right of labor 


to organize. I disagree strongly 
with the excesses of labor, as I 
would with the excesses of any 
other movement, but I never 
would be a party to a campaign 
against organized labor as such, 
although I will work with might 
and main against what I consider 
to be abuses in the organized labor 
movement. 

Pardon the length of this letter. 
I cannot allow to go unchallenged 
a statement in as responsible a 
publication as ADVERTISING AGE 
that public relations counsel have 
worked overtime against organized 
kabor. 

J. HANDLY WRIGHT, 

Director, Industrial and Pub- 

lic Relations, Monsanto Chem- 

ical Company, St. Louis, Mo. 

[Editor’s Note: On point two Mr. 
Wright is right. The intention of 
the statement, obviously poorly 
executed, was to emphasize that 
business was supposedly far ahead 
of labor in organized public re- 
lations. On his first point, how- 
ever, it obviously depends on who’s 
opinion is sought.] 

pan 3 
Editorial Integrity 

To the Editor: Every man in 
and out of advertising admires 
courage and editorial integrity. 
The above remark is prompted by 
your editorial in the current issue 
of ApvERTISING AGE, “That Raleigh 
Advertising.” 

As one vitally interested in the 
success of advertising and the 
maintenance of its good name, et 
cetera, I personally want to con- 
gratulate you not only on the 
soundness and truth of your edi- 
torial but on the courage that 
prompted you to run it. 

I know no one at Raleigh. I’ve 
never had the pleasure of meet- 
ing Mr. Ted Bates, but to me this 
current advertising is offensive, 
misleading; and I can’t believe it 
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can prove effective. 

Your editorial is, to me, per. 
tinent and one that should make 
everyone in the business stop ang 
think. 

Hays MAcFAaRLANp, 

President, MacFarland, Ave- 

yard & Co., Chicago. 


7, = .¥ 
No Justice of Peace 
Deals for Catholics 
To the Editor: Someone ought 
to enjoy the new departure being 
advocated for the million and a 
half staunch Catholics who think 


LATER- THANKS TO COLGATE DENTAL CREAM 


NO MARRIAGE—One of the scenes 

in a pied sequence ad for Colgate 

dental cream which appeared in Exten- 

sion, Catholic wee ay The inference 

that a justice of the peace did the 

marrying won't please Extension read- 
ers, says Mr. Gale. 


enough of their religion to sub- 
scribe to Extension, “the national 
Catholic weekly.” Note the fifth 
frame of the half-page Colgate 
dental cream picture-sequence ad 
appearing in the February issue— 
particularly the “justice of the 
peace” sign showing clearly behind 
the happily married couple, and 
think of the happy future awaiting 
Extension readers who marry via 
the justice of the peace route. 
What a lovely, luscious, irre- 
parable blooper—or does Colgate’s 
agency have advance info on this 
new approach to marriage for 
Catholics? 
EpwIn O. GALE, 


Chicago, Ill. 
on 
‘Competitive Assists’ 


To the Editor: Don’t tell any- 
one, but it looks as though the 
radio industry is guilty of employ- 
ing a man who sincerely believes 
that radio isn’t in itself the Alpha 
and Omega of advertising. I refer 
to WWL’s promotion spread on 
Pages 22 and 23 in your Feb. 11 
issue, 

To get listeners for his station, 
he is sound enough to graphically 
portray the need of: (a) the 
morning paper, (b) display win- 
dow stickers, (c) point-of-sale 
posters, (d) streetcar posters, (e) 
billboards, (f) hotel lobby easel 
displays, (g) direct by mail, (h) 
the evening paper, and finally, be- 
lieve it or not, “word of mouth.” 

Until something very much bet- 
ter comes along, this kind of pro- 
motion will get all the listeners 
that WWL needs to keep its adver- 
tisers happy. 

Now, do WWL advertisers over- 
look the nine competitive “assists” 
necessary to get radio listeners? 
Has the “mightiest” fallen? Is 
the sun setting on “Send us 14 
box tops and we'll send you 4 
doll”? 

Apparently it has—WWL admits 
it, and doubtless is better for it! 

WALTER H. DoDWELL, 

Advertising Director, Hudson 

Dispatch, Union City, N. J. 


ie 


Public Relations 


Story Wins Plaudits 

To the Editor: Congratulations 
on the good reporting of expansion 
anticipation in the public relations 
field. It is gratifying to one with- 
in the public relations-advertising- 
publicity profession to realize the 
definite acceptance on the part of 
both large and small business of 
what might be called the art of 
“persuasive good manners.” Not 


Ad 
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Advertising Age, March 11, 1946 


only will business profit by this in 
the long run, but it may perhaps 
become an instrument for peace 
throughout the world. Let us hope 
so! 

This objective information serv- 
ice is one reason for ADVERTISING 
Ace being a “must” on my weekly 
list. Keep up the good work. 

DEMAREST SwirT CASsIpy, 

Advertising Consultant, Di- 

vision of Publicity, Depart- 

ment of Commerce, State of 

New York, Albany. 
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That Bust Problem 


To the Editor: There is no ques- 
tion about it. Bill Maloney of 
BBDO is a discerning chap, as evi- 
denced by his comments anent our 
ad, reported in the Ad-libbing 
column of your Feb. 18 issue. He 
not only reads every word of the 
full-bodied, longer, better flavored 
Eye*Catcher copy, but his prac- 
ticed roving eye lets nothing pic- 
torial get away either, All I can 
say to Bill is—if you use Jackie’s 
picture and your ad is a bust, you 
still have something to hang on to. 
There is still Jackie. 

D. H. LiIvIncsTon, 

President, Eye*Catchers, Inc, 

New York. 


Register Surprise 

To the Editor: We are enclosing 
photograph of two outdoor post- 
ings which appeared during the 
month of February on one of the 
main highways leading into Chat- 
tanooga. 

From time to time we have 
noticed in the pages of ADVERTISING 
AGE reproductions of similar unin- 
tentional effects in the make-up of 
magazine pages, etc., and thought 
you might find this one amusing. 

JOHN E. FonrtTAINE III, 

Nelson Chesman Company, 

Chattanooga, Tenn. 

[Editor’s Note: Mr. Fontaine’s 
“double pane showing” is one of 
the best we have seen—practically 
a perfect tie-up, as can be seen 
from the illustration on this page.] 

Ee 


No Subscription Effort on 
“New Yorker’ Bowen Says 

To the Editor: In your issue of 
Feb. 4, under the heading of “Sub- 
scription Shenanigans,” you 
printed a three paragraph item 
which was supposed to be amus- 
ing and, perhaps, was amusing to 
everybody except The New Yorker. 

Obviously, the lady who sup- 


plied you with the data for the 


article is not a subscriber to The 
New Yorker because for many 
years we have sent out not a single 
written appeal for new circula- 
tion and our renewal series, far 
from urging anyone to subscribe, 
are nothing more than reminders 
—as you can see by examining the 
notices that I am enclosing with 
this letter. These notices comprise 
our entire renewal series. 

In the first place, the two word 
heading to the article is pretty 
distasteful to us because, so far as 
we know, The New Yorker has 
never resorted to a “subscription 
shenanigan” in its entire 2l-year 
history. Consequently, the use of 
the words “so slick, so clever, so 
intimate,” in reference to the sub- 
scription reminders received by 
the young lady in question is far 
from accurate, as you yourself will 
realize. 

As a matter of fact, the article 
is decidedly embarrassing to us at 
this time because we are having 
such serious difficulties in obtaining 
enough paper to bring out our next 
issue. Knowing that your esti- 
mable journal is read pretty 
closely by a lot of active people in 
the advertising and publishing 
business, we are all the more dis- 


tressed at the publication of this 
article because it implies that we 
are pressing for additional circu- 
lation and nothing could be farther 
from the truth. 

Since our third year of publica- 
tion we have made no effort to in- 
crease circulation. Our growth 
since that time has been so steady 
and sure that it has been all we 
could do to keep up with the de- 
mand. And today, I don’t suppose 
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there is a magazine in the entire 
country whose circulation is more 
nearly 100% voluntary than is that 
of The New Yorker. Just when 
the over-demand for copies will 
slow up is anybody’s guess but, at 
present, we are far short of sup- 
plying all the copies that are 
needed. 
Ray Bowen, 
Advertising Director, The New 
Yorker, New York. 
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FOR ADVERTISING THAT 
PRODUCES ACTION | 


Spot news and _ information 
about your product in INDUS- 
TRIAL EQUIPMENT NEWS 
where 50,000 active plant and i! 
production operating men in the my: 
larger plants in all industries 
are accustomed and conditioned 
oni to looking for their current imspst 
CAGE Ace product requirements. i 


Cost? Only $95 to $102 an 
issue. Details? Write for “The 


QPRTTTTLETELELAE ETT 
ie ‘ ; 


4 ' IEN Plan.” a te Srtter corp 
INDUSTRIAL EQUIPMENT NEWS |-- ; 
=f THOMAS PUBLISHING COMPANY ‘ep . 
461 Eighth Avenue, New York 1, N. Y. 
Make sure te keep ot om Irish 


Tm ne ‘ted on your new m 
: preducts fer editorial description. 
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“You'd wear an asbestos suit, too. When 
WBBM showmen built this program called 
“Hot Off The Wire’, they weren't foolin’.” 
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VISITOR: 
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VISITOR: 


VISITOR: 


SOUND: 


BACKGROUND OF BUSY STUDIO NOISES, SIZZLING SOUND OFF STAGE 


I still can't see why he needs that asbestos suit. After 
all, it's just another news broadcast. 


WBBM-EXPERT : Good Heavens, man. There's no such thing as just another 


broadcast — news or otherwise — where WBBM showmanship 
is concerned. Every show is excitingly different ... and 
HOT OFF THE WIRE is the hottest program idea to hit Chicago 
in a long time. WBBM takes a wire recorder to a train 
wreck, an explosion, a tenement house fire — brings back 
on-the-scene wire-recorded interviews with the people 
who make the week's headlines. Then these are forged into 
a sizzling show (12:15-12:30 P.M, Sunday) that any sponsor 
would be proud to call his own. 


That's a program I want to listen to. Do you have any 
more like it? 


WBBM-EXPERT: NO, no, no. How many times must I tell you that showmanship 


makes a difference? Every program idea is successfully 
new... like the AMERICAN STORY IN SONG. Here WBBM show- 
man Bob Atcher, famous ballad singer, takes the day's 
headline news, rhymes it and sings it in true ballad 
fashion. This WBBM musical news has Midwest listeners 
agog, and what's more, this five-day, 15-minute strip is 
now ready for a profit-bent advertiser. - - - - By the 
way, do you like sports? 


Sure I do. Every man does. 


WBBM-EXPERT: Then here's a show right up your listening alley. John 


Harrington, Chicago's ace sportscaster, and WBBM show- 
men have whipped up a program package called SPORTS OF 
TODAY, TOMORROW & YESTERDAY. With musical emphasis and 
dramatic punch, John puts over 15 minutes of current 
sports headlines and predictions, recalls thrilling sports 
events of yesteryear that... 


Say no more, I like ‘em both. Just tell me when to listen. 


WBBM-EXPERT: That's something you'll have to ask an advertiser. WBBM 


has a few choice time spots for its newest program pack- 
ages. They'll go to the first caller — maybe that's him now! 


LOUD CRASH AS VISITOR AND WBBM-EXPERT DIVE FOR PHONE. 
(IF IT'S A BIG RATING YOU CRAVE, WE SUGGEST YOU DO THE SAME.) 


REPRESENTED BY RADIO SALES, THE SPOT BROADCASTING DIVISION OF CBS 
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MOST OF US IN ADVERTISING KNOW THAT MORE BUT SOME OF US STILL DON’T UNDERSTAND 
THAN 2,100,000 WOMEN CURRENTLY BUY THIS WHY THESE MORE THAN 2,100,000 WOMEN 
MAGAZINE EVERY MONTH...1IT’S THE LEADING BUY TRUE CONFESSIONS. YOU’VE 6OTTA READ 


ABC MAGAZINE ON AMERICA’S NEWSSTANDS. TRUE CONFESSIONS ... 
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by An Adman Tit % A 


A TYPICAL TRUE CONFESSIONS READER IS AND SHE FINDS OUT IN TRUE CONFESSIONS. FROM ARTICLES LIKE "I’M THE WIFE OF 


YOUNG, | HEAR. ABOUT 25—WITH A COUPLE A FARMER,” FOR INSTANCE. WHERE MRS. LABAN PEDRICK, THE FARMER’S WIFE, TOLD 
OF CHILDREN. SHE’S INTERESTED IN WHAT WHY SHE LIKES HER LIFE. THE QUIETNESS OF IT. THE FUN OF IT, ALL THE EXCITEMENT 
. OTHER PEOPLE DO. THAT FILLS A FARMER'S LIFE. A WOMAN 


LEARNS FROM THAT KIND OF 
READING. IT’S BOUND TO 


BROADEN HER OWN POINT | 
2 OF VIEW. IT GAVE ME 
Z SOME NEW IDEAS. 
i 
/ 
8 DID YOU READ THE ARTICLE, “CONFESSIONS OF A HUSBAND,” IN A RECENT 9 
TRUE CONFESSIONS? IT’S A GOOD EXAMPLE OF HOW TRUE CONFESSIONS ‘ 


MAKES YOU THINK, AS SO MANY LETTERS FROM. READERS TO THE EDITOR 
ARE ALWAYS SAYING. HERE’S A TYPICAL 
HUSBAND— YOU, ME, FOR INSTANCE — 
TELLING HOW HE’S ALWAYS REMEMBERIN G 
TO DO BIG THINGS FOR HIS WIFE, BUT 
FORGETTING THE “LITTLE THINGS” THAT 
MEAN SO MUCH TO EVERY WOMAN. 
THE LITTLE COURTESIES, THE UNEXPECTED 
LITTLE ATTENTIONS THAT MARRIAGE 
SEEMS TO MAKE MEN FORGET, BUT WIVES 
WISH THEIR HUSBANDS WOULD REMEM- 
BER. I'M A TYPICAL HUSBAND — 


ACCORDING TO ABC 
FIGURES, TRUE 
CONFESSIONS WAS 

THE LARGEST- SELLING 
MAGAZINE ON AMERICA’S 
NEWSSTANDS IN THE 
FIRST SIX MONTHS OF 
1945. CURRENTLY MORE 
THAN 2,100,000 WOMEN 
BUY IT EVERY MONTH. 
I’VE FOUND OU! 
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TAND | DID, RECENTLY. . . TRUE CONFESSIONS INSPIRES IT’S READERS, | THINK. BIG PEOPLE SAY BIG THINGS IN IT, DID 
MEN YOU EVER READ WHAT GENERAL MACARTHUR SAID, ON THE DAY JAPAN SURRENDERED? | 
PEA D HADN’T, TILL | FOUND IT IN TRUE CONFESSIONS. THIS PART I'LL ALWAYS REMEMBER ... 


Th 
th 
FE OF 7 TRUE CONFESSIONS STORIES ARE DIFFERENT FROM THOSE IN OTHER MAGAZINES. THEY SEEM TO HAVE BEEN LIVED i, 


, TOLD MORE ... THEY MUST BE THE WARM, HUMAN LIFE STORIES OF A GOOD MANY OF TRUE CONFESSIONS’ MORE THAN 2,100,900 READERS. 
EMENT THEY HELP SOLVE EVERYDAY PROBLEMS. 
‘OMAN : 
PS 
ND OF - a THANKFUL... FOR YOU. I recalled a sunny beach a decade ago, and a 
IND TO il ee . boy with bright hair and a brown vivid face running toward me and 
POINT jail laughing. bien’. 
‘‘Look! I don’t know how to leap the waves. I’m from inland and me 
VE Me this is all new to me. But you look like a mermaid. Teach me, will % 
IDEAS. - you?’’ And then suddenly, quietly, his eyes deepening as he recog- 
nized me, ‘‘Why, hello! It’s you!”’ pe 
That’s the way it had been between Davy and me, ten years ago, am 
when I last saw him. Something sweeter than all the stars singing... wail 
+ ae 
Youth lays an enchantment, and love weaves a spell, and Davy and I . 
had both youth and love. 
I moved to the tall windows and stood there staring —and waiting 
tor David... 
[rue 
on lessions 
TO ABC 
S, TRUE 
NS WAS 
- SELLING g 2 


AMERICA'S WHY —IN TRUE CONFESSIONS ITSELF. IT HELPS THEM, IT TEACHES 
S IN THE THEM. IT SOLVES PERSONAL PROBLEMS FOR THEM. IT’S INTEREST- 
NTHS OF ING TO THEM BECAUSE IT’S INTERESTED IN THEM. THEY USE 


Bought at 
newsstands by 
more than 


LY MORE | TRUE CONFESSIONS TO ENJOY THEIR LIVES MORE. 


WOMEN 2,100,000 women 

a month for the 
MONTH. living service 
JND OUT it gives 


FAWCETT PUBLICATIONS, INC., 295 Madison Avenue, New York 17, N. Y. World’s Largest Publishers of Monthly Magazines a 
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Sun Oil to Build 
400 New Stations 


Philadelphia, March 5.—Sun Oil 
Company plans to build 400 serv- 
ice stations “of an improved and 
modern design” and to make large 
terminal expansions in a $20,000,- 
000 program to rehabilitate its 
marketing system, J. Howard Pew, 
president, has revealed in his an- 
nual report to stockholders. 

This program, he said, is the 
largest the company has ever un- 
dertaken in the marketing field. 
The “400 new independent busi- 
ness enterprises” will each require 
an average of five employes. Mr. 
Pew asserted that in 1945 Sun Oil 
spent $3,000,000 on research, de- 
velopment and engineering. Reor- 
ganization and extension of the 
marketing personnel has also been 
undertaken. , 

Sun Oil’s new Dynafuel, sup- 
ported by extensive radio and 
newspaper advertising, immedi- 
ately won wide acceptance by 


a 


automobile owners last November, 
“bringing our sales at many out- 
lets back to the 1941 level, despite 
decreased motoring,” Mr. Pew re- 
ported. 

The company’s long-term debt 
was reduced last year by $30,000,- 
000 to less than $5,000,000. Net 
income after taxes was $15,667,128, 
higher than for ’44 although gross 
income declined from about $600,- 
000,000 to $471,742,569. 


Zimba Kola Appoints 

Zimba Kola Company, New 
York, has appointed LaRoche & 
Ellis, Inc., New York, to handle 
advertising, merchandising and 
sales planning. The company plans 
to expand its sales territories, 
which now include the South and 
Southeast. 


Raybestos Boosts Smith 

Harry E. Smith, vice-president 
of Raybestos-Manhattan, has been 
placed in charge of rubber prod- 
uct sales and marketing of the 
corporation’s Manhattan division, 
Passaic, N. J. 


Schmitt Leaves Hercules 
. % a 
to Join ‘Sky’ Hopper 

Frederick E. 
Schmitt Jr. has 
resigned as in- 
dustrial adver- 
tising manager 
of Hercules 
Powder Com- 
pany, Wilming- 
ton, to join the 
Schuyler Hop- 
per Company, 
New York, as 
an account ex- 
ecutive. 

Before join- 
ing Hercules, Mr. Schmitt was 
promotion manager for Reinhold 
Publishing Corporation, and a 
copywriter for United States Ad- 
vertising Corporation and Union 
Carbide & Carbon Corporation, 
New York. 


F. E. Schmitt Jr. 


Pacquin Appoints 

Pacquin, Inc., New York, has 
appointed National Export Adver- 
tising Service, Inc., New York, to 
handle advertising of Pacquin’s 
hand cream in export markets. 


Listens to W 


477—Lux Radio Theatre (CBS) 
217—Inner Sanctum (CBS) 
87—Suspense (CBS) 
85—Dr. Christian (CBS) 
56—(Scattered) 


FAVORITE DRAMATIC PROGRAMS 


School. 


FAVORITE COMEDY P 


183—Bob Hope 

137—Blondie (CBS) 

121—It Pays to Be Ignorant (CBS) 
105—Danny Kaye (CBS) 

84—Jack Carson (CBS) 


56—Fibber McGee 
188—(Scattered) 


76—Adventures of Harriet & Ozzie (CBS) 


ROGRAMS over 60%. 


MBD topay 


A radio popularity contest . . . unspon- 
sored and completely spontaneous. . . 
was conducted recently by the school 
paper of Peoria’s Manual Training High 
Answers from 950 students 
voted WMBD the favorite station by 


Students now . . . buyers tomorrow. 
Cash in on Peoria's market—both pres- 


ent and future—TODAY. 


421—Aldrich Family (CBS) 
290—Corliss Archer (CBS) 
103—Date with Judy 

56—Let's Pretend (CBS) 
46—Juvenile Theatre (WMBD) 
34—-(Scattered) 


FAVORITE YOUTH PROGRAMS 


554—WMBD 
156—Station A 
34—Station B 
20—Station C 
13—Station D 


FAVORITE STATIONS 


173—Misc. or No Pref. Guus 


FREE & PETERS, INC. — National Representatives 


WI BD 


5000 WattsxCBS Affiliate 


oVERIN .( ae 


MET. PEORIA _ 
Pop. 200,000 
PEORIAREA | 
Pop. 614,200. 


Advertising Age, March 11, 1946 


The annual president’s trophy for greatest contribution of pro- 
motional effort was given this year to R. I. Flower, New England 
Sales rep. of Hill-Shaw Co. (manufacturer of Vaculator glass coffee 
makers). Pres. H. Perlman, of Vaculator, made the presentation. . . 
And Crown Cork & Seal Co.’s new pres., John J. Nagle, recently 
presented certificates for gold watches to 200 employes at the fourth 
of a series of service award banquets in Baltimore... 

Roy Berberich of Outdoorsman and Popular Homecraft proved 
he’s good at indoor sports as well as outdoor events. He was a 
member of the winning team in the national B’nai B’rith handicap 
bowling tournament in Chicago, 
and also walked off with the 
all-events crown with a score 
of 1,388... 

W. E. “Bill” Horner, publisher 
of the Herald, Sanford, N. C., 
has announced his candidacy 
for Congress from the 8th N. C. 
district. . And Hi Johnson, 
pres. of the Hiram Johnson Ad 
Agency, Fort Worth, and pres. 
of Southwest Cold-Air, Inc., 
was installed as pres. of the 
Cosmopolitan International 
Club of Fort Worth March 2... 

Anniversaries on the ad 
agency calendar include the 
25th for Tracy, Kent & Co., New 
York headed by F. S. Kent, and 
the 40th for A. Carman Smith, 
pres, of Smith & Drum, Los An- 
geles. Although the personnel 
and corporate name of the lat- 
ter agency have changed from 
time to time, Mr. Smith’s af- 
filiation with the Coast con- 
cern dates back to Feb. 28, 
1906. . . 

In the newspaper field, the 
Monterey Californian will be 100 
years old next August, and Joseph R. Knowland, publisher of the 
Oakland Tribune, is chairman of a centennial committee of the Cali- 
fornia Newspaper Publishers Ass’n that is preparing appropriate 
ceremonies. .. An old-timer in the business paper field is American 
School Board Journal, which marked its 55th anniversary March 1. 
William George Bruce, founder, and pres. of Bruce Publishing Co., 
Milwaukee, will celebrate his 90th birthday March 17... 

Walter P. Jones, ed. of the McClatchy newspapers, Sacramento, 
is one of several editors of eastern and midwestern papers who are 
going to France on the invitation of the Syndicate of Regional 
French Dailies, in cooperation with the French government... 

The new president of the Milwaukee Association of Commerce 
is E. Glenn Six, pres. and gen’l] mgr. of Plankinton Packing Co... 
Young & Rubicam’s v.p. in charge of radio, Col. Tom Lewis, former 
officer in charge of the Armed Forces Radio Service, has received 
the Legion of Merit. (Picture of Lewis about two inches south of 
HOPG.) .s.- 

John Esau, gen’l mgr. of Station KTUL, widely known for his 
civic activities, has been elected to the chairmanship of the Tulsa 
County chapter of the American Red Cross. .. An early vacation 
seemed a good idea to Walter Schwimmer, Chicago agency head, 
who is spending two weeks in Mexico... 

Lee H. Bristol, v.p. of ‘Bristol-Myers, was cited on the Feb. 20 
“Mr. District Attorney” broadcast by the National Conference of 
Christians and Jews for “steadfastly exposing the criminal char- 


IN THE FIELD—Field & Stream, which 
is celebrating its golden anniversary, 
has been published for 40 of its 50 
years by Eltinge F. Warner, who shows 
here that he practices what he preaches. 


CONFEREES—Young & Rubicam executives, squinting in the California sun- 

shine over Y&R radio show plans are, left to right: Tom Lewis, vice-president 

in charge of radio; Sigurd S. Larmon, Y&R president; Harry Ackerman, vice- 

president in charge of program operations, and Glenhall Taylor, newly appointed 

vice-president in charge of the Hollywood office and Pacific Coast radio 
activities. 


acter of those forces of hate which would divide America along 
racial and religious lines.” . . Griff Thompson, WBYN (Brooklyn) 
ass’t gen’l mgr., is recuperating satisfactorily at Doctors Hospital, 
New York, after an operation Feb. 23... 

Ray Finnegan, copywriter at J. Walter Thompson Co., Chicago, 
passed out cigars a couple of weeks ago, when he announced the 
arrival of a son, Robert William, The newcomer has a sister, Ann, 
aged four. . . Mrs. Evelyn Hicks, assistant manager of Station 
WSGN, Birmingham, Ala., left March 3 for Miami, where she plans 
to spend an extended leave of absence... 

Kroger Grocery & Baking’s ad manager, William J. Sanning, has 
been awarded a National War’ Theme certificate for outstanding 
skill in the production of war theme printing. . . A new director of 
the San Francisco Commercial Club is Milo T. Gates, Crowell-Col- 
lier’s Pacific Coast manager... 


Ad 
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BMB Starts Audit 
with $1,096, 180; 
640 Stations In 


New York, March 6.—Three 


weeks before the April 1 deadline 


for subscribers to the Broadcast 
Measurement Bureau to be in- 
cuded in the 1946 survey of radio 
s'ation and network audiences, 640 
out of the country’s 908 operating 
si:ations have signed with the bu- 
reau, as have the four major net- 
works. With the million dollar 
goal reached Jan. 31, BMB reports 
subscriptions now total $1,096,180. 

On March 1, BMB mailed 500,- 
000 ballots for the first survey, 
each accompanied by four cork 
coasters as the first premium offer 
to induce more and prompter re- 
turns. Results of BMB’s first U. S. 
area audience report are expected 
to be issued at the National Asso- 
ciation of Broadcasters convention 
in Chicago, Oct. 21-24. 

Officers Reelected 

At the annual meeting of the 
BMB board of directors, the gov- 
erning body of the bureau was 
unanimously reelected, including 
J. Harold Ryan, NAB, chairman; 
Roger Clipp, WFIL, Philadelphia, 
secretary-treasurer; Frederic R. 
Gamble, American Association of 
Advertising Agencies, first vice- 
chairman, and Paul West, Associa- 
tion of National Advertisers, sec- 
ond vice-chairman, 

The board also authorized sub- 
scribers to permit the publication 
in periodicals of their BMB audi- 
ence index figures, provided that 
such use be confined to the current 
period covered by the bureau re- 
The size of the board was 
increased from 18 to 21, with 
Justin Miller, president of the 
NAB, voted as the seventh repre- 
sentative from that organization. 

Coincident with BMB’s first 
ballot-mailing, the Bureau of 
Broadcast Measurement in Canada 
issued 60,000 to 65,000 ballots in 
its second audience survey. The 
Canadian organization’s first study, 
of stations only, took place 
1944, with two-thirds of all Cana- 


EVE’ CATCHERS 


Clip coupon to letterhead and mail 
= eee ee oe ee ee ee oe oe oe ey 


‘FREE! ...mail this now! ! 


" EYEX CATCHERS, Inc. 10 E. 38th St., W. Y. 16 


y Pease send FREE proofbook referred to in ad. 
‘No obligations, 
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dian outlets subscribing, and a 
60% to 70% return available to 
members in October, 1945. These 
returns were published by counties 
for eastern Canada, and by census 
districts for the western section. 


Use Identical Material 


On the 1946 survey, BMB and 
its Canadian counterpart are using 
the same ballots, instructions, fol- 
low-up methods, coding and tabu- 
lating, as well as similar timing 


for each operation. The Canadian 


results will probably be available 
to subscribers sooner than will 
BMB’s, because of the smaller 
quantity of ballots to be tabulated. 

In the current BMB bulletin, the 
bureau lists its station subscribers 
by station power, among other 
classifications. Of the 69 large 
stations (more than 5,000 watts), 
BMB has 51 subscribers or 74%, 
the bulletin says. 

Nine 50,000-watters and the 
other two with CPs for that power 
have not yet signed up with the 


bureau. Those stations are KWBU, 
Corpus Christi (daytime only); 
KOB, Albuquerque, and WINS, 
New York, both with 50 kw. CPs, 
and the following eight: WWL, 
New Orleans; WJR, Detroit; KSTP, 
Minneapolis; WKBW, Buffalo; 
WHN, New York; WRVA, Rich- 
mond, and WCKY and WLW, Cin- 
cinnati. 

BMB also announced the ap- 
pointment of Philip F. Frank as ex- 
ecutive secretary. He will continue 
to supervise subscriber service. 
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Adolph J. Jacobee 


Royal Photo Service 
PHOTOSTATS 
PHOTOGRAPHIC WORK 
also photo flash pictures 


16 years experience with top-flight 
Chicago studio . 


Madison Square Building 
123 W. Madison St.— Chicago 2, Ill. 


“HE TOOK 
A PICTURE 


THAT BECAME 


A STAMP - 
Sey 


Epes the other day, 


Bob Towers, Free Press 


photographer was astonished at seeing a stamp. 


From this you might conclude that he is a philat- 
elist, but he isn’t. Back in 1941, when Bob was 
listed with the U. S. Navy as Pho M 1/C Towers 


at Corpus Christi, Texas, he took a picture of a 


group of twelve bright 


looking young sailors. 


Strange as it may seem, out of the hundreds 


of thousands of photographs taken by the Navy 


during the war, this particular shot by Towers was 


the one that caught the fancy of the “big brass” 


on this stamp deal. And so, you will see his work 


Che Detroit Free Press 


JOHN S. KNIGHT, PUBLISHER 


A omamic PAPER 


SERVING 


Cans © 25 


RF 


*BOB TOWERS 
Photographer 


on the three cent stamp being used to honor Navy 


enlisted men for their part in World War IL. 


Back at his old ‘‘developing desk” in the photo- 


graphic department of the Detroit Free Press, Bob 


Towers is specializing in color photography, and 


planning what he is going to do for Free Press readers 


in that new color studio being built for better service. 


Bob’s specialty is telling a story in picture. 


Other Free Press men and women do it with words. 


Together these folks work superlatively to produce 


a newspaper that is definitely best read, best-liked, 


most-wanted in this community. 


DYWAMIC 


A 
| | l oe ; 
ghee e; t = — 
| ok 
ee oo ee 
a —CCSCSCsésY | | 
-—— 7 
“Sago ~ a 
ee “ ba mN > a 
4 4 : * 3 A ’ i ‘a ™% 
7p rae ew 3 ‘ “a ; 
¥ a +Ty 
o) fieaed si tie. i 7 a. 
ks aS jo — bi 
‘ a Oe : 
ZS ae sa a 
ee Sa I, ee a & 
| ee. le 
“eee ao. a ee - Byer OG 
. Pies , Rar: ne, ee ” aoe ON : 
j 8 Pres Bost OS ee i : Wy 
‘ & i Pn —-— I ee 
fe : —<— Pe ; - a Pris, 
" j ees 2° 3 ele ; a ‘ Fa Sts 
Te 6 Ee a ; “Sie bi. 
i¢ te a ie sie ie are 
rhe A i 2a We ata, 9 = 4 > _— ae Wii 
ay os ee ; 4 ne ‘ad 
te Le } ¥ Sar a ae teas < een ages \ ie her 
~ . eo - Cl Se a 
ee . Ue Se a 
=, = Aur ec > eas = a i 
= “~ uy! aay 4 = aan ) ; 
;. — * — P : rae — ‘van . 
— a Pie an F sa a PSA. By ae aj wey ” ey 
*¢ * ~ S ’ “4 3 j . ? owt a ae \ +f & tal : 
‘ al a i 7 “ er -—  *% 
ik — > 
a * .. ueeNy - ges , % a 3 gd oe ~ i 
c: ; I + a E , ‘iss . 
74 Bl “il : s ae 4 ot ~~ ie : J a 
& * gee ere nee” a a 
. a , P oe ; 3 ae 
¢ i omega 4 Sa 
. LLNS QEOMANNANANANASS | ‘hak. 2 Se 3 
4 r -_ b3 ie ia te x! ‘_ % ee eg 
—_ 3 3 nae © _ : Lee es 
Be 4 iat bs. Pa pone + = 
— _ aa * ; _ e bhi 
% be h kaa "ee 4 & pau a 3 
a . eS : : 2 ; 
aan a Reti,. : 7 3 4 ; is oo 
sd BS “ - ogi ' 
oa a ; ie a é P 
‘ . ti le 2 -— ea ae - 
\ va kas. A kel Se = 
oO | == - 
; Se Pil. 
Pere 
a Sin 
Wes 
= 
eed 
, ee Z 
“ bal a oa ie 
Me mee F ay 
Bes RE i. 
a NEw ee 
| al ri es | ei e EYgs ms 
i a CATCH, me 
1 ee Ps EEE F 
i) Pe b00K sz 
S242 ES...” —L—— J 
Sm ai ; : aa 
— ——— | ¢ Our, a 
: ; : 4 Very ad * 
ete : Be. See th; “Man sh a 
2 , a i ‘s 0, i 
Se 1 : - Seng cou llection’® ry pet 
bes c — 
7 | . _* aa 
, | nn a 
; | . a 
gq ig e?.et =a 
; eS - j ‘ or 
Ag Z Py . ; es 
aa ( Pl ew ie 
; « 4 a. ety 
Bis wet { la 
By» oe the ’ nS ake 
ti a eee 
Ps. 7 4 = : 
- 7 ° 
ie & 7 Py — sae =r CS iaeeee. ital 6 ee ee te ’ Pa a esr ’ 
‘ 4, 
ee | ys 
“aN ; 2 R m 
PU Aiisis Shades chivecnstadesdecdscteones | ‘ 9 ' * ; - : 
RN icctietscthscccadtilcusasssadan ll : ee el : r Py * ; r 
ee . i. 


a I ies 


32 


Sharp & Dohme 
Uses ‘Whodunnits’ 
to Catch Doctors 


(Picture on Page 83) 


Philadelphia, March 6.—In an 
effort to attract more of the at- 
tention of busy physicians, Sharp 
& Dohme, pharmaceutical manu- 
facturer, has begun mailing a 
series of short mystery stories to 
the profession, each designed for 
10-minute reading and featuring a 
Sharp & Dohme product on the 
back page. 

The company has adopted the 
unique direct mail method because 
of the small amount of time physi- 
cians have to devote to mailing 
pieces. Statistics show, it says, 
that the average doctor each year 
receives about 1,000 mailings of 


samples, broadsides, house organs 
and the like, of which 85% is de- 
voted to seeking his purchase or 
prescription of drugs and food. 
Medical books and _ subscription 
letters account for another 24% 
of the mailings, and medical equip- 
ment and instrument advertising 
accounts for 14%. 

The _ single-theme “thriller” 
broadsides are written by Riley 
Brown, novelist and short story 
writer, and illustrated by Robert 
Crowther, artist with Gray & 
Rogers, agency for Sharp & 
Dohme. 


Hutzler Adds Account 


Hutzler Advertising Agency, 
Dayton, O., has been appointed 
to handle advertising of the eight 
associations of the Insured Sav- 
ings & Loan Associations of Day- 
ton. 


GIBBONS 


KNOWS CANADA 
IBBO 


vY sve@er.~- 


NS LTD. , mercHanoisine 


Green Succeeds Egan 
As ‘Times’ Ad Manager 


Revenue Bureau 
aie jaro ates 
om for the New York Times, Plots Clean-up 
has been ap- ; a 
pe > a » 
lof Liquor Tie-ins 


pointed adver- 
tising manager, 
succeeding 

Washington, March 6.—A clean- 

up of the tie-in sales that have 

plagued the liquor industry 


James W. Egan 
Jr, who re- 
signed last week 
(AA, March 4) 
to become vice- throughout the war is in the 
oo and ||making, with the Bureau of In- 
mean tape 8 bt ternal Revenue demanding that 
Toledo Blade. wag a put its affairs in ve 
Mr. reen iene ‘ or face vigorous prosecution under 
joined Pronk * So onroe Green | ie Federal Alcoholic Administra- 
in 1942 as a member of the retail|tion Act. 
staff and was appointed head of} For the past six weeks, nearly 
department store advertising a/300 agents of the Alcohol Tax 
year later. Previously he was re-| Unit have been collecting informa- 
tail advertising manager of the|tion from retailers and whole- 
former New York American and salers, arming Stewart Berkshire 
after its merger with the Evening dir eter ¢ th it. with 1 
Journal, was retail manager, then coe - : . Ss vee 8 we 
advertising director of the Journal- documented explanation of the 
American. At one time he was| tie-in situation. 
advertising manager of R.H. Macy| From what he has learned so 
& Co. far, Mr. Berkshire is convinced 


1. DUMMY 


This advertisement is one of a series appearing in four colors in Fortune, 
Nation’s Business, United States News, Newsweek and Business Week. 


Test your word knowledge 


of Paper and Printing 


C) A finished proof 
(1) A layout for a piece of printing 
() Lock-up man’s mallet 


3. HYGROSCOPICITY 
() A measure of coating on paper 


() Moisture-absorption propetty of paper 
() Drying quality of ink 


2. FONT 


C-) Full set of type, one size and face 
() Device for inking a press 
C) Magazine for a linotype 


i 
4 
4 
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4. FORMATION 


() Magazine make-up 


() Uniformity of fiber in paper 
C) Balance in layout 


ANSWERS 


] A Dummy is a layout for a 

niece of printing. Effects visual- 
ined in layout may be safeguarded 
through mechanical production and 
still weakened in printing. That’s one 
reason why anelal printing buyers 


=— Levelcoat* Papers, a bright, 
clean, dependable medium for better + 
reproductions. 


y 1 A Font is a complete assortment 
of type in one size and style. 
Where typography is a_ point of 


—_ printshop men like Levelcoat. 
or Levelcoat’s clear color, rich tex- 
ture, opacity and ink receptivity pre- 


sent fine printing at its best. 


3 Hygroscopicity is a property 

of all paper which causes it to 
absorb water vapor. Hygroscopicity 
of Levelcoat is rigidly controlled 
throughout manufacture. Then, too, 
Levelcoat is doubly protected in 
shipment. That’s why the moisture 
content is uniform to a high degree. 


4A Formation is the uniformity of 


fiber distribution in paper, a 
prime factor in producing quality 
stock. Kimberly-Clark has scientifi- 
cally developed the formation for 
Levelcoat to make it superior in 
strength and fold—superior, too, in 
printability. 


Seevelecal™ 


PRINTING PAPERS 


For black and white or 
color printing in publica- 
tions, mail order catalogs, 
house organs and direct 
mail, select one of these 
Levelcoat grades — Tru- 
fect, Multifect or Hyfect. 
Kimberly - Clark Corpora- 
tion, Neenah, Wisconsin. 
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that the tie-in has become a regu. 
larly accepted trade practice in the 
liquor trade. He says that he js 
not “looking for trouble” but that 
this practice must be stopped. 


Scotch Ratio 5-to-1 


Reports show that retailers are 
being forced to take from five 
cases of rum or wine, to get a case 
of Scotch, to two to one for domes- 
tic rye and bourbon. “Dealers are 
finding themselves loaded with 
slow sellers. Tie-ins have become 
a real hardship to the trade,” Mr. 
Berkshire says. 

Under Section 5 of the Federal 
Alcohol Act, the Bureau of In- 
ternal Revenue is required to pro- 
tect the industry from unfair com- 
petition and unlawful acts. While 
the section has seldom been tested, 
the bureau feels that it is now 
being so widely violated that a 
showdown is inevitable. 

Mr. Berkshire emphasizes that 
at the moment he has no pre- 
planned procedure in mind. The 
entire investigation will be aban- 
doned if evidence develops that 
the industry drops the tie-ins. 
Failing in that, Internal Revenue 
might proceed with individual ac- 
tions to revoke licenses of whole- 
salers and suppliers, or it might 
frame conspiracy charges against 
industry officials engaged in the 
practice. 


Originates ‘Far Back’ 


With the investigation more than 
half finished, Internal Revenue is 
convinced that the tie-in evil, ex- 
perienced by consumers at their 
liquor stores, actually originates far 
back in the channels of distribu- 
tions, with the original supplier. 

Retailers provided ample testi- 
mony showing that they were sub- 
jected to tie-ins by wholesalers. 
Wholesalers, in turn, explained 
that they were “caught in the 
middle” under pressure from the 
suppliers—distillers, importers and 
rectifiers. 

Many suppliers are importing 
rum, or operating wineries, and 
selling these abundant liquors 
“tied in” with brand name goods, 
officials explain. Wine tie-ins have 
been so extensive that in some 
areas dealers are offering wine at 


‘less than the tax in order to re- 


cover part of the investment, in- 
vestigators find. 

In other areas, Internal Revenue 
has found rum wholesalers who 
have been squeezed out of the 
market because their regular cus- 
tomers are required to buy rum 
from other suppliers with Scotch 
or bourbon to sell. 


Hall Succeeds Benton 
at Litho Association 

Capt. Gordon C. Hall, who 
served in the Navy as officer in 
charge of the plant inventory di- 
vision of the Bureau of Supplies 
and Acccunts, Washington, D. C., 
has joined the Lithographers Na- 
tional Association as head of the 
Chicago office. He succeeds George 
Benton, who has been appointed 
in charge of personnel by the 
Meyercord Company, Chicago. 

Capt. Hall was for 14 years 
executive vice-president of the As- 
sociated Printers and _  Lithog- 
raphers Association, St. Louis, and 
before that was general manager 
of the Detroit Brass Works as well 
as of the Atlas Tack Corporation, 
St. Louis. 


RAILROADS! 


@ If you want to do business with the oil 
man . . . want to sell him terminal sites, 


refinery sites, freight-hauls, long-haul plush 


rides . . . cultivate him through his paper . 


REFINER 
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Chicago Tulsa 


Cleveland 
Los Angeles 


h 11, 1946 


ne a regu. 
tice in the 
that he is 
” but that 
topped. 


p-1 


tailers are 
from five 
get a case 
for domes. 
Yealers are 
ided with 
ve become 
rade,” Mr. 


1e Federal 
au of In- 
‘ed to pro- 
nfair com- 
cts. While 
een tested, 
it is now 
ed that a 


sizes that 
s no pre- 
nind. The 
| be aban- 
elops that 
1e tie-ins. 
1 Revenue 
vidual ac- 
of whole- 
r it might 
es against 
ed in the 


ack’ 


more than 
tevenue is 
n evil, ex- 
s at their 
ginates far 
f distribu- 
1 supplier. 
nple testi- 
were sub- 
rholesalers. 
explained 
ht in the 
. from the 
yorters and 


importing 
eries, and 
it ~=liquors 
ame goods, 
ie-ins have 
t in some 
1g wine at 
der to re- 
tment, in- 


al Revenue 
alers who 
ut of the 
gular cus- 
buy rum 
ith Scotch 


iton 


on 


Hall, who 
- officer in 
entory di- 
f Supplies 
ton, D. C., 
iphers Na- 
ead of the 
eds George 
appointed 
el by the 
hicago. 

14 years 
of the As- 
i Lithog- 
Louis, and 
1 manager 
rks as well 
orporation, 


— 


DS! 


s with the oil 
terminal sites, 
ng-haul plush 


his paper . 


Cleveland 
Angeles 
ee 


ee 


LIONS SHARE... 


In 1945 The Oil and Gas Journal carried 6,471 pages of 
advertising, fourth largest amount of any and all types 
of publications IN THE WORLD and 3,199 more pages than 
any other oil paper! 


It’s the lion’s share .. . and The Oil and Gas Journal is justifi- 
ably proud of it, for back of this advertising powerhouse is a 
great editorial staff, world-wide contacts, dominant circulation 
and great advertising drive, all keyed and coordinated to 
creating the best read, most widely circulated publication in 
the Oil Industry! And that means best read advertising, too! 


FIRST ... in circulation and adver- 
tising volume. 


3,199 . . . more advertising pages 
than any other oil paper. 


555 .. . more advertising pages 
than any TWO other oil papers 
combined. 
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Local editor liked the way\ 


Grass-roots government for Adair County’s 13,196 citizens is administered found a lot of new friends as they photographed and interviewed 
from the rust-colored County Courthouse in the middle of Greenfield town county officials, from the County Board of Supervisors on down, got the 
square. In the courthouse Photographer Cooke and Researcher Brown complete story of how a local government serves the needs of its people. 


LIFE Researcher Madge Brown, shown here getting Adair County historical facts, was Photographer Jerry Cooke, shown here taking a picture in the square of the county 
struck by the fact that “nothing was very old in lowa.” To Miss Brown, who grew seat, made more than 400 pictures in Adair County from which the 23 used in LIFE 
up in New England, where history goes back more than 300 years, the still-talked- were selected. Adair County, like other U.S. communities, has its camera addicts, 
about Jesse James train robbery and other lowa “history” seemed very recent. and they were very much interested in Cooke’s cameras, his camera technique- 
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the county 
sed in LIFE 
era addicts, 

technique: 


OWA newspaperman K. H. Sidey watched a LIFE photographer- 
| researcher team spend an energetic and peripatetic week taking 
pictures and gathering information about his native Adair County 
for the photo essay “American County” in LIFE, January 21 issue. 


Then Mr. Sidey, who is editor and publisher of the Adair County 
Free Press, sat down and wrote an editorial captioned “Our Visi- 
tors.” With sincere eloquence and keen perception he put his finger 
on what is perhaps the greatest single reason for LIFE’s wide and 
ever-increasing popularity: 


“Ever hear of an artist who uses light and shadow instead of 
paint and crayon to get just the right effect? Such an artist is 
Jerry Cooke, LIFE magazine photographer. Or did you ever meet 
an alert young woman who can dig up more facts and interview 
more people in a week than the average country editor does in a 
month? 


“The writer spent several days this week with two of the most 
interesting folks he has met in his country newspaper experience 
in Jerry Cooke, LIFE photographer, and Madge Brown, LIFE 
researcher, During that time we learned more about Adair County 
in which we have spent our life, than we thought existed. More 
stories were uncovered that had been lying dormant under our 
nose for years. It was an eye opener. 


“Local feature news stories, unnoticed because of their closeness, 
were uncovered by the two alert magazine folks who spent a week 
here. From these facts and pictures a story for a national magazine 
of unusual circulation will be assembled. It was an education—an 
awakening which every country editor ought to experience, espe- 
cially if he thinks he is ‘covering’ his community to its fullest .. . 

“Yes, we were given a fuller vision into this thing we term the 
fine art of living from our two magazine visitors this week . . .” 

The Adair County story exemplifies LIFE’s ability to satisfy the 
urge of 22,000,000 people to know what’s going on. An important 
reason why LIFE is so interesting is because it is interested in what 


people are like and what they do. 


Editor K. H. Sidey, of the Adair County Free Press, is shown reading the latest 
edition of his paper as his brother John Sidey, Business Manager, works the flat- 
bed press. Said Editor Sidey, commenting on the energy of the LIFE photographer- 
researcher team: ‘The pace was too swift for a country-newspaper news-hound.” 
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Adair County Free Press 


( 
AND THE GREENFIELD TRANSCRIPT) 
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EDWIN J. SIDEY 
Founder and Editor — 1889.1938 


Issued at 
Greenfield, lowa 
Every Thursday 
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12,000 Banks Plan 
Consumer Credit, 
Sales Financing 


Int'l Harvester 
Trims Loans, Urges 
Action by Banks 


Chicago, March 7.— “The most 
comprehensive credit service in 
financial history” will be provided 
in the field of consumer credit by 
more than 12,000 banks, Carl M. 
Flora, chairman of the consumer 
credit committee of the American 
Bankers Association, predicted in 
discussing a recently-completed 
ABA survey of 15,000 banks 
throughout the country. 

Results of this survey show that 
banks are becoming increasingly 
active in consumer credit opera- 
tions when compared with an 


ABA survey in 1944 which showed 
only 10,606 banks with consumer 
credit plans (AA, Jan. 14). 

About 8,000 banks will finance 
time sales of goods and equip- 
ment, some directly and some 
through dealers, while 9,400 will 
finance automobile purchases, 
either directly or through dealers, 
the survey discloses. Personal 
loans will be made by 10,500 
banks, FHA loans by 5,100 and 
home modernization loans by 
7,900. . 


Competition Promised 


Mr. Flora, at a three-day ses- 
sion of the consumer credit com- 
mittee in Chicago, indicated that 
the banks were thinking increas- 
ingly anu more competitively in 
terms of competition with finance 
companies. 

“Although banks are continuing 
to use the term ‘consumer credit,’ ” 
he said, “they reaily are prepared 
to give complete service on in- 
stalment loans. The flexibility of 
lending makes it possible for the 
banks to finance both dealers and 


individual purchasers.” 


At a meeting of the Illinois 
Bankers’ Association here, W. W. 
McCarthy, vice-president of the 
National Shawmut Bank of Bos- 
ton, asserted that “bankers gen- 
erally recognize that the average 
American family is a sound credit 
risk, as the past experience of 
banks, finance companies and loan 
companies prove.” He favored 
energetic policies in auto financing 
by banks, particularly in the dis- 
counting of auto loans on the 
dealer level. In 1941, he pointed 
out, the direct auto financing of 
the purchaser amounted to about 
$300,000,000, as against $400,000,- 
000 of dealer loans. 


Commercial Loans Declined 


R. A. Peterson, vice-president 
of the Bank of America, San 
Francisco, pointed out that com- 
mercial loan volume declined 50% 
from 1920 to 1940. 


“Manufacturers want cash on 
the line before they ship,” he as- 
serted, “and distributors no longer 


carry dealer inventories for 30, 60 
and 90 days on the grand scale 
heretofore, but utilize various 
forms of inventory financing serv- 
ices provided by credit agencies. 

“The well of our commercial 
loans has been gradually drying 
up, but at the same time the in- 
creasing demand for credit down 
at the consumer level has been 
more than compensating for this 
shrinkage.” 


Warns of ‘Luxury’ Field 


Frank G. Anger, president, In- 
dustrial National Bank, Chicago, 
took the position that “the aver- 
age commercial banker is apt to 
be too tight on his credits” and 
that extreme caution is not neces- 
sary in making loans to consumers 
who buy automobiles. Howard A. 
Lewis, vice-president, Nash-Kel- 
vinator Corporation, cautioned 
against over-expansion in the 
“luxury” field, but insisted that, 
whether credit policies be liberal 
or conservative, credit must be 
made available quickly if at all. 

Under credit regulations set up 


“I rate the readers of Capper’s Farmer 


as tops... they are practically 


all customers of this bank” 


@ The fact that rural bankers rate the readers of Capper’s 
Farmer as among the best of their community has a 


logical cause and a far-reaching effect 


This uniformly high quality of reaaership—actual 
farmers—good farmers—comes from the editorial content 
of Capper’s Farmer. It is prepared for the practical 
farmer who wishes to make more money from his farm- 
ing operations. It does not cater to the “fancy” farmer 
on the one hand, or the retired farmer on the other. 

The buying needs of an active farm readership are 
great. They are constantly expanding or intensifying 
their operations. They wear things out. They will not 
permit obsolescence to stand in the way of profits. They 
will spend money to make money. They live well. 

There are 1,250,000 such farmers in the rich farm- 
lands of mid-America who read Capper’s Farmer. 


CAP 


FARMER 


The ONE National Farm Magazine that Speaks the Farmer’s Language 
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by the government during war. 
time, the Federal Reserve Boary 
requires that purchases of auto. 
mobiles, for example, be mace 
within a 15-month period and wit) 
a one-third down payment. 

Other time-payment purchase 
through banks or stores Call fo; 
other down payments and for com. 
pletion of payment within various 
periods. Bankers do not expec 
the regulations to be eased unti 
the end of the war emergency j; 
declared formally by the Presj- 
dent. 


HARVESTER COMPANY 
SEEKS BANKS’ AID 

Chicago, March 7.—Internationa] 
Harvester Company has prepared 
a booklet for banks to encourage 
local financing of instalment sale; 
of the company’s products. Copies 
will be sent to all banks in the 
nation, 

F. W. Jenks, vice-president in 
charge of merchandising services, 
revealed that the Harvester com- 
pany’s loans to dealers, farmers 
and motor truck users were only 
$3,885,969 as of Oct. 31, 1944 (the 
last figure available), compared 
with $105,357,585 in October, 1941. 

The company hopes through it: 
educational plan to induce local 
banks to take over a large share 
of the truck and farm equipment 
financing after the period of prod- 
uct shortage ends. Harvester offi- 
cials do not expect that the com- 
pany will entirely discontinue tak- 
ing notes, but assert that the com- 
pany “wants to get out of the 
financing business as much as it 
can” without hurting its business. 

The new booklet points out that 
farmers have established them- 
selves generally as reliable credit 
risks and points to various methods 
banks may use to protect their 
loans. 


BMB Approaches 


Membership Goal 


One month before the April | 
deadline for subscribers to the 
Broadcast Measurement Bureau to 
be included in the first U. S. area 
audience report, 636 stations have 
signed with the bureau, as have 
the four major networks. 

Total billing from subscribing 
stations is $964,160, only $35,840 
short of the original $1 million 
goal, and exclusive of the sub- 
scription rates charged the four 
networks. The networks will re- 
ceive network audience reports 
showing each net’s unduplicated 
audience by counties and approx!- 
mately 1,000 measured cities, the 
latest BMB bulletin reports Simi- 
lar reports will be available for 
any combination of network sta- 
tions. 

Stribling Rejoins 
Universal Winding 

J. W. Stribling, for two years 
editor of Cotton, Atlanta, Ga., has 
returned to Universal Winding 
Company, Providence, where he 
worked for 19 years before join- 
ing the trade publication. He will 
be field engineer and sales agen! 


for Universal, with headquarter 
in Atlanta. 


Lytton Boosts Stephens 


Herman F, Stephens, who has 
been with Henry C. Lytton & Co. 
Chicago, for 16 years, has bee! 
promoted from divisional me!- 
chandise manager to general mer- 
chandise manager. 


BUNTON BROWNE in 


ADVERTISING — Sasa 


619 NORTH MICHIGAN AVE. 
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-,AWRENCE BOLES HICKS, INC. 
BOVERTISING 


Proedly announces 2 new addition to our staff... 
Joba Sidvone, the G's favorite pin-up artist! 


Pare + 
SEEKS ACCOUNT— Lawrence Boles 
Hicks used this copy in Women's Wear 


Daily, coupled with “teaser” telegrams, 
a solicit brassiere accounts for his 
anhattan agency formed last October. 


Readers’ Habits 
in Food Selection 


Shown in Survey 


New York, March 7. — Good 
Housekeeping has published a 78- 
page report, “Food Selection & 
Preparation,” revealing results of 
a survey conducted among 2,000 
of its readers on their habits and 
preferences in buying food. It is 
the sixth in a series that has 
covered refrigerators, textiles, 
laundering, range and cooking, and 
floors and floor coverings, and 
will be followed by a study of per- 
sonal grooming habits. 

The lengthy report covers a 
wide range of subjects, including 
the number cooking all of their 
meals (77.1%); those with a full- 
time maid (4.3%); the number 
whose children help with meals 
(58.8%, with little variation by 
size of city or family income); and 
frequency of serving fish (9.1% 
never serve it and 61% serve it 
just once a week). 

The survey covers frequency of 
serving such foods as soup, ice 
cream (in summer and winter), 
pie and others; methods of making 
cakes, salads and pies; practice 
of serving lunches and of packing 
lunch boxes, etc. A question on 
correct understanding that the 
U. S. government meat stamp is 
an inspection stamp indicating 
wholesomeness (rather than a 
grade given only to highest qual- 
ity meat) was answered correctly 
by 70%. 

The report is available to food 
manufacturers and their agencies. 


Donley Heads Group 


Safety Equipment Manufac- 
turers Association, White Plains, 


| N. Y., has elected H. B. Donley, 


general manager of Columbus 
Metal Products, Columbus, O., as 
president. The group has estab- 
lished new headquarters at 199- 
201 Main St., White Plains. 


ELEMENTARY 


Oil in the ground keeps a specialized group 
of petroleum people busy getting it out . . . 
produced, in other words. The O11 WEEKLY 
1s specialized for this group of producers. 


Oil that goes to market in a variety of 
guises keeps another specialized group of 
petroleum people busy getting it processed 
++ in short, refined. PeTroLeUM REFINER 
's specialized for this group of refiners. 

If you are looking for top coverage of 
either of these world-wide groups, study 
carefully paragraph 10 of all the ABC 
statements in the oil field. 


The Gulf Publishing Company 
Houston New York Cleveland 


Chicago Tulsa _— Los Angeles 


Drop Nickel in 
Slot—Polish Up 


Those Brogans 


Milwaukee, March 5.—The boot- 
black is on the way out—if Coin- 
arts Industries can get the public 
to step up to its postwar version 
of the nickel-in-the-slot shoe 
shine machine. 

The machine is contained in a 
modernistic cabinet five and a half 


feet high, requiring a floor space 
of four square feet. There’s a mir- 
ror at face level so the customer 
can adjust his tie, collar or hat. 
He puts one foot at a time into the 
machine and pulls a lever that 
operates revolving brushes. One 
indicator produces either black or 
tan polish, and another indicator 
adjusts the brushes to accommo- 
date any shoe from size 4 to 12. 
Arthur R. Slade, creator of the 
machine, has formed the company 
in association with A. R. Cline, To- 
ledo, O., attorney, and the ma- 


chines are being turned out by 
the Parks Engineering Company 
here. 

P. S. You put a nickel in the slot 
for each shoe. 


K-D Lamp Buys Plant 


K-D Lamp Company, Cincinnati, 
manufacturer of original and re- 
placement automotive lighting 
equipment and accessories, has 
purchased a larger plant at 1910- 
1916 Elm St., Cincinnati, which 
will enable K-D to carry out an 
extensive expansion program. 
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Cover Catholic, 
Schools, Churches, 
and Institutions 
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35 W. WELLS ST. MILWAUKEE 3, WIS. 


48 YEARS 


OF PUBLICATION 


7/1 \\ 


COTTON’S 15,500 copies penetrate the major textile plants 
throughout the country, reaching over 90% of the buying 


power of America’s second largest industry. 
COTTON’S net paid circulation today is highest in its 
48 years of publication. Not only officials, but superin- 


tendents, department heads and foremen — all those 


responsible for plant operation and production — use it 


as an operating Journal — as a source of ideas, equip- 


ment and supplies. 


Best boosters of COTTON’S selling ability are the textile 
salesmen who call on the mills — they know its value as 


a selling aid. 


No textile schedule is complete without COTTON. Let 
us give you further facts on this huge American market, 


and how to reach your textile customers and prospects. 


COPIES 
MONTHLY 


OF TEXTILE 
BUYING POWER 


a 
, 
a 


iy ama SC aD : : i / ‘ees ju | a Bo ate Se ee Z ve y me es ee: = mo heat Ae ile 4 eh > 's a sag aes otek ee pe desta att a) ae ‘ Ba fs - 
pS mail 
. A 4 me 
: \e had- S, y | ae 
tae 3.1260 (O/ | ‘ | 
‘ | or 
nr ae 
Let os show you how to take your advertising oot of the . 
* grtnary” class with 2 clever campangn baghleghting 
eee 
—<— : 
& 
: 
pe 
REACHING ()9 | 
. OVER 7 
| 0 ag 
| em 
Lr ae 
“is 
ee : =e 
es ve 
_ 
P| cae 
il ail 
- —_—_—_——— ee | 
) | a o 
A s | a Sef 
t a _—<_£ a il wh, ’ Py , : ee ‘ome ‘ iy “% baa? aie 9 4 
“e | | i ey i C gERVING Te stries eg we seblnkees She (Pa ss y 
| ia du suntan pecomaits Estas thea oud pub | 
' } KP). Bees. zile Jn ELECTRICAL sourm wiouintnn adres ff 30 NAL — 
i i as OUTHE ‘BUILDING 4 UPPLIE Ty ts sochy 
Tn) | . 
thn . 
. ae " 


Printers Formulate 
16 Trade Customs 
fo Govern Industry 


Washington, March 6.—Printing 
Industry of America, Inc., national 
trade association of the commercial 
printing industry, has drafted a 
code of 16 established trade cus- 
toms to govern most transactions 
covering the more than $1,000,- 
000,000 worth of commercial print- 
ing carried on annually in the 
United States. 

PIA has sent printed copies of 
these customs to 37,000 printers in 
this country. The customs incor- 
porate practices of the lithographic 
field and, through the printers, will 
be called to the attention of all 
purchasers of commercial printing. 

The trade customs as promul- 
gated by PIA are: 

1. Orders regularly entered can- 
not be cancelled except upon terms 
that will compensate against loss. 

2. Experimental Work performed 
at customer’s request, such as 
sketches, drawings, composition, 
plates (including lithographic 
plates), press-work and materials 
shall be charged for at current 
rates. 

Remain Printer’s Property 

3. Sketches, Copy, Dummies and 
all preparatory work created or fur- 
nished by the printer, shall remain 
his exclusive property and no use 
of same shall be made, nor may} 
ideas obtained therefrom be used, 
except upon compensation to be de- 
termined by the owner. 

4. Art Work, Type, Plates (In- 
cluding lithographic plates), engrav- 
ings, electrotypes, negatives, posi- 
tives and other items when supplied 
by the printer shall remain his ex- 
clusive property, unless otherwise 
agreed in writing. 

5. Alterations: Proposals are only 
for work according to the original 
specifications. If through custom- 
er’s error, or change of mind, work 
has to be done a second time or 


more, such extra work will carry | 
| 


SELF-SERVICE SELLING | 
FASTER ... EASIER 


WITH 


McALEER 


METAL MERCHANDISERS 


Neat,attractive merchan- 
dising stands give your 
merchandise better visa- 
bility ... more effective 
point-of-purchase pro- 
motion ... better brand 
identification and faster 
sales. Metal Merchandis- 
ers by McAleer are cus- 
tom engineered to fit the 
particular requirements 
of your product. Write 
for further information. 


E. J. Mc ALEER & CO. 


1422 N. 8th Street 
Philadelphia 22, Pa. 


Please send me information about 
the McAleer “silent salesman” mer- 


chandisers. 


NAME... 
ADDRESS 


CITY STATE 


an additional charge, at current, 
rates for the work performed. 

6. Standing Type Matter: Plates 
(including lithographic plates), and 
negatives will not be held after 
completion of the order except by 
special agreement and charge there- 
or. 

Two Proofs Customary 


7. Proofs: Two proofs shall be 
submitted with original copy. Cor- 
rections, if any, to be made thereon 
and to be returned marked “O.K.” 
or “O.K. with corrections” and 
signed with name ‘or initials of 
person duly authorized to pass on 
same. If revised proofs are, desired, 
request must be made when proof 


is returned. Printer is not respon- 


sible for errors if work is printed 
as per customer's O.K. 

8. Press Proofs: An extra charge 
will be made for press proofs, unless 
the customer is present when the 
form is made ready on the press, 
so that no press time is lost. Presses 
standing awaiting O.K. of customer 
will be charged at current rates for 
the time so consumed. 

9. Over Rums or under runs not 
to exceed 10% of the amount or- 
dered shall constitute an acceptable 
delivery and the excess or deficiency 
shall be charged or credited to the 
customer proportionately. 

10. Customer’s Property: The 
printer shall charge the customer, 
at current rates, for handling and 
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storing customer's stock or custom-j|order, unless specifications distinet. 
er’s printed matter held more than/|ly state otherwise. 
30 days. All customer’s property Claims Within 5 Days 
that is stored with a printer is at 12. Terms: Net cash thirty (39) 
the customer's risk, and the printer/|days. All claims must be made with. 
is not liable for any loss or damage |in five days of receipt of goods, 
thereto caused by fire, water leak- 13. Delays in Delivery: All con. 
age, theft, negligence, insects, ro-|tracts are made contingent upon 
dents, or any cause beyond the|wars, strikes, fires, floods, accidents 
printer’s control. It is understood|or other contingencies beyond the 
that the gratuitous storage of cus-|printer’s control. 
tomer’s property is solely for the 14. Repairs, Changes, trimming 
benefit of the customer. mortising, anchoring, special proy- 
ll. Delivery: Unless otherwise|ing or similar work required op 
specified the price quoted is for a|materials which are furnished by 
single shipment, F.O.B. customer’s|the customer, including but not 
local place of business. All propo-| limited to, drawings, engravings, 
sals are based on continuous and/electrotypes, and negatives, shall be 
uninterrupted delivery of complete! billed at current market rates. 


—$—— 


This April, the hard-to-believe 


Pell-mell we have plunged into the most aston- 


ishing age that man ever has experienced. 


New wonders astound us nearly every day—in- 


credible miracles of science. 


We are dazzled by a torrent of new ideas, new 
hopes, new comforts, new materials, new products, 


new conquests over sickness and pain. 


And now this April, a new magazine arrives to 
help people find that these new, startling, often 
baffling, hard-to-believe forces are most exciting 


to know! 


The new magazine is SCIENCE ILLUSTRATED. In 
its pages folks will see what science is doing to them, 


what it is going to do, interpreted in an utterly new 
way. Crisply, pictorially, humanly—and above al! 
authoritatively. Fascinating for all the family. More 
than sixty percent of editorial matter will be pictures. 


SCIENCE ILLUSTRATED, then, will attract a unique 
kind of audience. It will be a peculiarly alert, 1 
quiring one. They will be people eager to read news 
and information about new things and new meals 
which may enrich their lives. They will be a highly 
attentive, thorough-reading kind of audience. 


And they will be the kind of people who by nature 
are enthusiastic to be pace-makers for the great mas 
of consumers when it comes to getting and usil: 
new things. 


a a. a. an. 
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15. Paper Stock furnished by the 
customer shall be properly packed, 
free from dirt, grit, torn sheets, bad 
splices, ete., and of proper quality 
for printing requirements. Addi- 
tional cost due to delays or impaired 
production on account of improper 
packing or quality shall be cnarged 
to the customer. 

16. Color Proofing: Because of 
the difference in equipment and con- 
ditions between the color proofing 
and the pressroom operations, a rea- 
sonable variation in color between 
color proofs and the completed job 
shall constitute an acceptable deliv- 
ery. 


Assembly of the trade customs 


was carried out by a committee 
headed by Carl E. Dunnagan, 
president of the Inland Press, Chi- 
cago, 


Council Continues Drive 


Enameledware Utensil Manu- 
facturers Council, Chicago, com- 
posed of 14 leading manufactur- 
ers, has voted to continue its three- 
year consumer and hospital cam- 
paign. F. A. Neth, Volrath Com- 
pany, is head of the ad committee. 
Ruthrauff & Ryan, Chicago, is the 
agency. 


‘New Streamlined Digest 


In Short, “The Streamlined Di- 
gest,” fourth of Tom Farrell’s 
digest group that now includes 
The Woman, International Digest 
and Everybody’s Digest, made its 
appearance on newsstands Feb. 27, 
with an initial print order of 300,- 
000 copies. 


Morgan Moves Office 


Raymond R. Morgan Company 
has moved its San Francisco office 
from the Hearst building to the 
Warfield building. 


Tourist Courts 
Begin Half-Year 
‘Holiday’ Drive 


Houston, March 5.— More than 
500 requests have already been re- 
ceived in response to a couponed 
ad in the first issue of Holiday by 
United Motor Courts, a non-profit 
association of about 500 independ- 
ent motor courts. 

The organization’s two-color 
Page insertion, captioned “You just 


2ve 


itterly new 
| above all 
mily. More 
be pictures. 


ict a unique 
y alert, in- 
» read news 
new meals 
be a highly 
nce. 

o by nature 


great mas 
and using 


becomes the exciting-to-know! 


So this audience will be one which an advertiser 
will be particularly anxious to secure for his message. 


=—_ 
Advertising forms close 10th of second month 
preceding date of issue. Initial print order, 500,000 


copies ; circulation guarantee, 250,000. Twenty-five cents. 
For further, full details, address SCIENCE ILLUSTRATED, 
330 West Forty-second Street, New York 18, N. Y. Or 
phone your nearest McGraw-Hill office. 


A NEW 


Science 


ILLUSTRATED 


McGRAW-HILL MAGAZINE—SCIENCE BROUGHT HOME TO YOU 


} 


39 


drive into ‘Your home away from 
home,’”’ offers a free motor travel 
guide book, which was an emerg- 
ency edition. United has contracted 
for two-color full-page ads in the 
first six issues of Holiday. 

W. L. Admundson, Oleander 


Courts, Houston, is president of 
the association. Honig - Cooper 
Company, Los Angeles, is the 


agency in charge. 


Appoints Select Brands 


Lenel Parfums, Dallas, has ap- 
pointed Select Brands, Inc., New 
York, as exclusive eastern sales 
agent. The company plans to ex- 
pand distribution of all Lenel 
toiletries and perfumes, with em- 
phasis on the women’s line, 
“Trifling,’ and the soon-to-be- 
introduced line of men’s toiletries, 
“Gentrie.” 


Stevens to Roy Durstine 


J. Burton Stevens, recently with 
Doherty, Clifford & Shenfield, and 
previously with three other New 
York agencies, has joined Roy S. 
Durstine, Inc., New York, as an 
art director. 


“BETTER «a 


McLean County... 
12th in population 
6th in wealth 
(outside Chicago) 


McLean County, the center of 
Pantagraph Land . . . 116,498 
population . . . buying power 
of $90,587,000 . . . per capita 
income of $1,384 ($174 higher 
than the Illinois average .. . 
$218 higher than the U. S. aver- 
age) .. . greatest farm wealth 
in Illinois . . . 48 industries. . . 
much better-than-average market 
ranking 6th in wealth and 12th 
in population. 


The Daily Pantagraph ... read 
regularly by all the family ... 
86% coverage of rich McLean 
County . . . 73% coverage of 
adjacent portions of 8 prosper- 
ous counties... exceptional 
coverage in an exceptionally 
well-to-do market! 
FOR 100 YEARS 


THE PANTAGRAE 


BLOOMINGTON, ILL IN o'Is 
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War Auto Profits Drop 


According to a survey by the 
Automobile Manufacturers Asso- 
ciation, Detroit, automobile manu- 
|facturing companies made about 
one-third to two-fifths as much 
profit on sales in the war years 
as the percentage made in peace- 
time. Net profits after taxes aver- 
aged less than three cents out of 
every dollar for the war years, 
dropping from an average of 6.45% 
on sales in 1941, when the bulk 
of production was for civilian 
use, to 2.6% in 1944, the peak 
year of war production. 
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ET LD INS Canadian Groups Merge 
Gu. BUSINES Ss WEEK Canadian Pulp and Paper Asso- 
26 ean 2 e a — gg iaen has — = 

- ormed as a single representative 
rapes BUSINESS © body of Canadian pulp and paper 
; . producers, to deal with matters 
concerning the industry as a whole. 
The Newsprint Association of 
Canada continues to represent the 
industry in matters pertaining 
particularly to newsprint. R. M. 
Fowler, president of the Pulp and 
Paper Association, has been named 


president of the Newsprint Asso- 
ciation, succeeding Charles Vining. 


HOLIDAY has struck a new and gay note in the American 
mind. Its big pages, rich in color, are a parade of fresh ideas 
for getting more bounce out of life. Stimulating, zesty articles 
on play, travel and fun awaken the holiday spirit. 
HOLIDAY readers are in a spending mood. And it goes 
without saying —HOLIDAY readers have money to spend! 


The advertising pages of HOLIDAY are a gallery displaying 
many of America’s most distinguished products. 


HOLIDAY, inpDEPENDENCE SQUARE, PHILADELPHIA 5, PA. 


Advertising Age, March 11, 194¢ 


‘Ample’ Evidence 
for FTC Rulings, 
Attorney Contends 


Washington, March 7. — FT¢c 
Chief Counsel William T. Kelle, 
last week offered to provide the 
House interstate commerce com. 
mittee with copies of all court de. 
cisions involving appeals from 
commission rulings, to prove his 
contention that FTC rulings are 
based on “substantial” evidence. 
and subject to ample court review. 

Pointing out that since 193, 
orders of the commission have 
been affirmed 33 times in circyj: 
courts, modified seven times an: 
reversed twice, Mr. Kelley quoted 
case after case to show that the 
court generally ruled that FTC 
findings were supported by; 
“ample” evidence. 

Whatever the wording of the 
law, Mr. Kelley told the commit- 
tee as it resumed hearings on the 
Reece bill modifying FTC author- 
ity, it is established practice in 
the commission and in the courts 
to insist that a decision be based 
on “substantial” evidence. 


Must Agree on Decisions 


By substantial, he said, the 
courts meant “more than a mere 
scintilla,” as implied by industry 
witnesses at earlier hearings. They 
insist that “capable men acting 
reasonably” should reach the same 
conclusion and make the same 
findings. 

“The clear implication of the 
statements of the earliér wit- 
nesses,”’ Mr. Kelley argued, “‘is that 
the commission desires to retain 
a power which if it existed and 
were exercised would impugn the 
integrity and good faith of the 
commission; that the commission 
has a desire to decide arbitrarily 
and contrary to the weight of the 
evidence. Impeachment and not 
amendment is the only appropriate 
remedy.” 

“In my judgment,” Mr. Kelley 
told the committee, “the real 
grievance is not that the commis- 
sion’s findings lack substantial 
evidence to support them. It is 
that the commission brings to its 
task such a wealth of experience 
and skill, in the factual exposure 
of plausible but unfair trade prac- 
tices, as to give primary emphasis 
to protection of the public inter- 
est as against private profit.” 


Cites Chicago Advantage 


The Chicago Association of 
Commerce has distributed to some 
7,000 out-of-town manufacturing 
and commercial companies a pro- 
motional booklet, “For Tomorrow’s 
Distribution—Look To Chicago,” 
designed to stimulate interest in 
locating distribution facilities in 
Ghicago. To emphasize market 
values of a Chicago location, the 
booklet uses names of well known 
companies long established in Chi- 
cago and those which have opened 
factories or sales offices in the 
past four years. 


Strathmore Names Riggs 
Harry E. Riggs, advertising man- 
ager of Strathmore Paper Com- 
pany, Springfield, Mass., has been 
named sales manager, and Ww!) 
serve henceforth in both capac!- 
ties. He succeeds John D. Zin‘ 
who recently resigned the position: 
of president and sales manager. 
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The greatest remodeling job — 
in all its history 


You’re going to see a great change in The American Legion 
Magazine— because there’s a great change in The American 
Legion itself. 


The young men are pouring in—right now at the rate of 
100,000 a month. One hundred thousand a month. Young men 
in their twenties and thirties. 


That’s how fast the Legion is getting young. The average 
age of Legion members is younging down from 50 to 25- 
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that’s what the average will be by the middle of this year. 


And there in a few paragraphs is the reason you’re going 
to see a new American Legion Magazine—new from mast- 
head to back cover. New in appearance. New in format and 
makeup. New in features. A new magazine—for a new 
and younger audience. 


Some of the new ideas going into this new model are 
shown on the following pages—and they’re worth a good look, 
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A new Americar) 


For a Legion millions bigger 
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Legion Wasuzine 


For a Legion years younger 


— 
q 


all 
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New Covers 


—the kind a top-flight magazine 
ought to have, the kind our 
research proves our readers 
want and like most. 


New Srores 


—by America’s big-name authors, 
the topmost tale-tellers. And 
the best of America’s best 


young writers, too, 


New lustrations 


—new layouts, new set-ups to help 
make The American Legion Magazine 


a front ranker in readability. 


New Carroons 


—fresh and sparkling features 
by the foremost sketchers of things 
that give Americans their laughs. 


— New Specials 


—special pages on sports, hunting, 
fishing and special stories and arti- 
cles by the well-knowns in the field. 


MU these NEWS” 


—and a lot more will be a part of 
the new American Legion Magazine 
edited for a bigger, younger Legion. 


¥. hold and deepen the interest of hundreds of thousands of 


new and younger Legion members The American Legion Magazine 
is being rebuilt. 


Its subject matter will be geared to the known interests of these 
younger men. 


Its special features and pages will be things these younger 
readers especially like and want. 


Its physical appearance will be enlivened and enhanced. Its lay- 
out and page make-up—even its type-face—will be new and in 
keeping with the best editorial strategy of today. 


The new American Legion Magazine will not only be a book 

to attract readers, it will also be a book to attract writers. It 
will be a part of the book’s policy to seek the very best fiction 
authors as well as the most prominent, the best versed men on 
subjects of national concern. 


It will also be a part of the book’s policy to encourage and 
develop young and talented artists and authors. 


The new American Legion Magazine will have about it none of 
the personality of the club or fraternal publication—it will have 
the physique and the bearing of a foremost-going magazine. 
For that is what it will be. 


Circulation: by October of this year, 2,000,000 guaranteed. An 
expected 3,000,000 by mid ’47~at the present rate of go-ahead. 
And while the complete remodeling job will take some months, 
this April’s issue will show the beginning of what’s coming. 
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erything new...except its creed 


The new American Legion Magazine will be paced to 
the interests of its great group of readers, but its creed 
will not be altered and its purpose will not be changed. 

It will continue to work for the advancement of all 
Legion programs—the rehabilitation of veterans, uni- 
versal military training—the solid things, the sound 
things—the good American things. 


It will continue to fight against any subversive activi- 
ties which may threaten our American way of life. 

It will continue to be the cement and the mortar 
which bind together the bricks of Americanism. It will 
continue to be the adhesive force which holds together, 
unifies and makes strong, one of the most important and 
influential groups within America’s borders. 
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Ist Valette Sound 
Film Projector Ad 
Gets Big Response 


Chicago, March 7.—A_ black- 
and-white page advertisement in 
the Feb. 25 issue of Time by Va- 
lette, Inc., to announce the new 
Valette 16 mm. sound film projec- 
tor, has already resulted in about 
1,000 letters and phone calls from 
dealers, department stores, schools 
and colleges and many manufac- 
turers, 

O. N. Wilton, vice-president in 
charge of sales, told ADVERTISING 
Ace that returns from the initial 
announcement, which carried a 
coupon offer of a folder on the 
projector, far exceeded the antici- 
pated returns. He now expects a 
similar response this week to an 
identical ad in the current Popular 
Photography. Carroll Dean Mur- 
phy & Co. here is the agency. 


Makes Litho Cameras 


Valette’s success with its initial 
ad is the more remarkable in that 
Valette, Inc., was incorporated 
only the first of February. C. E. 
Valette, president, since 1933 has 
headed Litho Equipment & Supply 
Company, a predecessor firm spe- 
cializing in precision production of 
lithographic and litho-color pro- 
cess Cameras, some weighing nine 
tons. Litho’s sales grew from 
$9,000 in ’33 to $1,200,000 last year. 
The company will continue to 
make the heavy litho cameras in 
the new Valette plant under con- 
struction here, 

The Valette sound film projector 
is a retooled and improved version 
of the prewar Soundmaster, rights 
to which were purchased in 1941 
from Classroom Laboratories, Inc. 
The new model will sell for $397, 
as against $425 for the old model. 
This, Valette says, is substantially 
less than Bell & Howell, Ampro 
and other competitors will prob- 
ably charge for their sound film 
projectors. 

Mr. Wilton, who joined Valette 


To TAP the 
Hospital Market 


. -- CONSIDER 


the Super Nurse” 


The TRAINED NURSE AND 
HOSPITAL REVIEW is to the 
hospital field, what women's 
service books are to the home 
market. 


@® More than 1/3 of U. S. 
hospitals are managed by 
Registered Nurses at the super- 
intendents desks. 


®@ 58.4% of our subscribers are 
— nurses — mostly in hospi- 
tals — with authority in buying 
foods, supplies and equipment. 


To make The TRAINED NURSE 
even more helpful to executive 
and purchasing nurses, we have 
added a new monthly service 
department — HOSPITAL 
STANDARDS and SUPPLIES. 


Send for a sample copy of 
March TRAINED NURSE — and 
your free copy of “Nurse and 
Super Nurse" a comprehensive 
§ study of America's 2nd largest 
profession. 


*Super nurse—a nurse with super- 
visory responsibilities. 


THE 


TRAINED NURSE 


AND HOSPITAL REVIEW 


468 Fourth Avenue, New York 16, N. Y. 
| REN Tee cee 


two weeks ago after serving as 
assistant to the vice-president in 
charge of sales with Bell & Howell, 
asserted that he hes already set 
up dealerships throughout the U. S. 
and in Canada and Mexico. Dis- 
tribution will be direct to dealers. 


Large Ad Drive Planned 


When the ad campaign gets 
under way again next fall, after a 
delay in which production can 
catch up with demand, it will call 
for insertions in a large number 
of national magazines and in trade 
publications, with a budget based 
on the number of projectors made. 

At that time, also, Valette ex- 
pects to tie the advertising in with 
promotion of sound recorders and 
photographic equipment. which it 
will then offer to the amateur film 
market. The new recorder, de- 


tails of which Valette has not re- 
vealed, will enable amateurs to re- 
cord their own sound and turn out 
effective sound films with regular 
silent-film camera equipment. 
Valette production of the large 
precision lithographic and litho- 
color cameras for the printing and 
publishing fields is expected to be 
transferred to the new plant. 


Columbia Shifts Two 


Jack Hein, former district man- 
ager in the Chicago area for Co- 
lumbia Recording Corporation, 
Bridgeport, Conn., has been named 
assistant, handling distribution, to 
Paul Southard, CRC vice - presi- 
dent in charge of sales. Ken Mc- 
Allister, recently in the Navy, has 
returned to CRC’s sales depart- 
ment in charge of merchandising. 
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if You have a Product Story 
to tell the Doctor... 


vou can te. 1T BECT 


in the publication that is 
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h MODERN MEDICINE. 
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RAW MATERIAL 
PRODUCERS 


MILLS 


BANKERS and 
FACTORS | 


CONVERTERS 
and FINISHERS 


WHOLESALERS 


Here’s a seven-billion dollar industry! The second 
largest in America! Yet you can reach it by using 
one medium ... DAILY NEWS RECORD, the only 
newspaper for textiles, men’s wear and domestics. 


MANUFACTURERS 
Reach it with complete coverage of the seven distri- 
bution links from producer to retailer. 

Because the RECORD carries vital, executive- 
caliber news, it “walks in” past all barriers to the 
“inside” office ... where high-level decisions are 
made . . . where basic policy is set. 

If you’re seeking important readership in textiles, 
men’s wear, and domestics... DAILY NEWS 
RECORD is your best bet! 


ews Record 


FAIRCHILD PUBLICATIONS @ 


FAIRCHILO BUILDING—NEW YORK 3, N. Y. 


RETAILERS 


DAILY NEWS RECORD - WOMEN'S WEAR DAILY - RETAILIN® HOME FURNISHINGS - MEN'S WEAR - FOOTWEAR NEWS - FAIRCHILD INTERNATIONAL - FAIRCHILD TRADE DIRECTORIES 
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More Sportsmen 


Sparked by a modern editorial concept . . . powered 


in 


by more big-name talent . . . dedicated to active 
sportsmen’s interests... SPORTS AFIELD has become | 


America’s fastest-growing sportsmen’s magazine .. . 


provides lowest-cost coverage of men who buy 


the best of everything. 


TO SELL SPORTSMEN — USE THE 
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THE RECORD 


Newsstand Sales up 51% 
Advertising Revenue 
Largest in Sports Afield’s 
58-year History 


* EFFECTIVE JULY 1946 


SPORTSMENS MAGAZINE 


ite 


> : i oa r : oN gy 29 totems erie hii? wf = eM Sieve - Bgte as a Joie, ite i pee PS ae at a 7 Wt Se F : Rae as 
esa eid os - s - “ . x : te . ‘gg Me 2 
= 
2 ape Ss MR si r 
a ; : ee ® 
PS, ie 65 o i 
bz P , = A ae 
a Wig , a 
Aa is ; ota 
: 4 =a 
~ Ss a P 
pes ee 
. = ot eo Sa 
S i ht ¥3 =e ey ~ y 5 ae 
= | —- - Sj a 
2+, ; dee 5 @ ; _ ee aa ae w 8 © aa ae 
ee fo > age See Flin Bie ae my 
£ ‘ AAS ‘ Rh ecm Ol ; "a 
ee. in ra ae x ish M 7 aie ss 
: a ot ao ee ~ rae ee ea a : . se 
7 Ag: rele eee pete tap 28 ™ ‘ ee 
v ? 2 ea an = = é ri epee ~ —— _— yay 
m4 : ins “Thea aint. oa ah 5a : es 7 4 Pi ey: 
: . v < as : — =o : She a es <a ‘ ‘io 
Fr =, - ae C.." 1 ai ies ar ae “ae o pi 
* ; : : = = Re ‘ ® ai = rae ae ; 
- an d ' a de Pe ¢ wie a fe, — s ae Be PE: ae a ; 
et a a a eee 2 i ea a é Pees a i : o ie ee 5 “ we a: ali Br ‘ gh aaa Se Ce 
an a ‘ + es or ' va 7 oes & ¥ is pele eas ees 
ee a a a A Peo » eas 95 = 3 : aaa on oy oe » he aa : pias ’ sity 
‘ q = egpianee Ss. sie ; 7 - 243 : oa 2 ome ens Pe Biles 
a 4 ee Sa rn : ere : 3 a = Br “es 
me P aay y oa ie : ae 7 ?: " 4 Tee . , 
ee s : Set a : 7 ; -. : a y : Bais sas . : [ 
a. 3 a cae : ete : me aA é 
Be 4 a j oe pee 7 ‘ ; = - 2. . : ¥ oe ‘ 
a 4 ep. ou wit : a : se aerate i Lewes : ‘ 
“a i = ein gah <= a a Be 6 
ie a Se sees E x Ramet = : P A Sn ace Basie = . 
a 2 ee — A eo b, ™ 
1 a 4 La sah” pase 7 ea a eee eS ae Pe eS ; 
- 4 ae at i a Bee aire 7 ; sS ; 
oa ———_ “a , 7 
be _ areas 7 eee Bae eg pens. a ee “ey 
; © SE 7 : aba ; ‘ be ee 
4 pak i 3 =f i q es x 
“ ae igs aig Sa ee os _ 4 r 3 = 
See BE Pe doa des +3) 
At : fe 
“ a. ie 
‘ Fs re 
seis 4 54 oud : = 
Som ’ staal 
ia 
Be eek 
a a 
heme ce 
: a ae 
r | li p : 7 
a" 
7 
» a 
= 
=) 1am 
‘gt ae 
se 
vi 
= 
J 
tty 
, Bio hs rs = 
ee 
ae ; 
eae. q 
= 
7 
. 
a s 
oe 
; 
_ 
ae 
bee v2 
eon 
ie 
pest = 
; aa 
+" Uw ax a 
re 4 = 
sii 
‘ ‘yee 
Mer 
. tee 
’ 
: A 
ts . 
w ? 
c & 
Fy 
& "s 
os ee 
4 al 
a 
(x ‘is , 
4 - —— 
i: 
, = 


Media Ownership 
Trends Danger to 


Freedom: Ernst 


Lawyer Says Need Is 
More Competition in 
Opinion Channels 


New York, March 7.—Morris L. 
Ernst, noted civil liberties la a Sov 
in a book, “The First Freedom, 
be published by the stacenitiale 
Company next week, says that 
“freedom, as we have known it, 
will vanish from our nation” un- 
less “the monopoly trend and up- 
setting cartelization of press, radio 
and movies” is reversed. 

Mr. Ernst examines the trends 
in ownership of media, and states 
that “having spent much of my life 
in fighting for freedom of thought 


—freedom from government con-| 


trols—I have concluded that we 
have done a magnificent job in re- 
moving government from its his- 
toric role of nursemaid to the mina 
of man. However, I have recently 
concluded that far more is kept 
from our minds by lack of diver- 
sity of ownership of the means of 
communication than by govern- 
ment interference.” 


Conc Over Mergers 

In outlining the trend toward 
concentration of ownership of me- 
dia, Mr. Ernst reports that 370 
chain newspapers have one-fifth 
of the total newspaper circulation; 
14 companies owning 18 papers 
control one-quarter of the total 
daily circulation; 3,200 weeklies— 
“the backbone of local democracy” 
—have disappeared, and only 117 
cities have more than one news- 
paper. 

As dangerous trends in radio, 
Mr. Ernst states that one-third of 
all radio stations are interlocked 
with newspapers; four networks 
before the war had 95% of all 
nighttime broadcasting power; 


144 advertisers account for 97% 
of all network income; 11 adver- 
tisers contribute 50% of all net- 
work income, and “a dozen adver- 
tising agents create the radio pro- 
grams which bring to the networks 
one half of their income.” 

“Independent radio stations are 
the step-children of the mike,” 
the book says. ‘In more than 100 
areas the only newspaper left owns 
the-anly radio stations.” 


Also Tone of Movies 


In the motion picture Shdustny, 
he says, five companies. control 
2,800 key theaters of the nation 
grossing 75% of the total admis- 
sions. Two companies, He says, 
produce 90% of the raw film stock 
in the country. 

Mr. Eryst states that the Nosere 
to demowfacy in these trends to- 
ward consolidated ownership lie 
in the fact that a market-place for 
diversity of opinion is not pro- 
vided in large areas. “To me,” he 
says, “the important issue is solely 
the need of competition in these 
most significant industries—which 
manufacture, distribute and retail 


food for the mind.” 

He advocates a “joint Senate- 
House inquiry to save the small 
daily, weekly, magazine, radio sta- 
tion, and movie company producer 
or exhibitor. The investigation 
would be non-political, promul- 
gated by two Democrats and two 
Republicans. The directive should 
be to gather the facts and take 
testimony as to remedies.” 


Wants Anti-Monopoly Move 


Emphasizing that it is necessary 
for the investigation to “carry the 
clearest mandate against any ques- 
tion or examination or solution in 
any way related to censorship~ef, 
content,” Mr. Ernst says that di-. 
versity of ownership would au 
matically tend toward diversit 
content." 

He cites as another dukserords 
trend “a group of Marxist liberals 
urging a TVA of the air, a TVA of 
the movies and a government 
yardstick news service.” 

The solution advocated by Mr. 
Ernst would apply existing prin- 
ciples of anti-monopoly legisla- 
tion to opinion media. He sug- 


dvertising 


Poised in the heart of America... 


youthful, virile and strong, Chicagoans have developed a 


high degree of responsiveness. 


To advertisers interested in selling 


their products this responsive quality can be very profitable, 


especially if the products are displayed in the newspaper 


which has a proven appeal to the majority of these youth. 


ful Chicagoans. 


This is the best reason for using 


the Herald-American — Chicago's most widely read evening 


newspaper. Its pages are read each evening by more than a 


million and a half readers who not only talk about adver- 


tising...they respond to its suggestion. 
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gests the divorce of interlocking 
ownership of media and says that 
no newspaper should be allowed 
to own a radio station, no movie 
producer should be allowed to own 
a theater or to have interests in 
radio or television, radio licensees 
should not own or handle the sale 
of copyrighted music, networks 
should not own stations, newspa- 
pers should not own paper inter- 
ests, etc. 


‘Equal Ad Rates’ Urged 


In addition to divorce of Own- 
ership, Mr. Ernst would ban inter- 
locking directorates and multiple 

d absentee ownership of media. 

e also favors equal rates for all 
advertisers, regardless of size or 
frequency, and says that while “] 
do not conte here that adver- 
tisers control content directly,” he 
suggests that “to the extent that 
readers pay for their papers direct 
there is a freer and more direct 
competition in the ideas of the 
press.” 

Rates for radio time should be 
the same to all advertisers for the 
same listening hours, the book 
says, 

He favors use of taxes so that 
advertising by smaller companies 
will be given an advantage in de- 
ducting advertising expenditures 
from tax returns. The practice of 
selling “boiler-plate” news, fea- 
tures and advertising all in one 
package is condemned, as is the 
trend toward “packaged’’ radio 
shows and “block-booking” of mo- 
tion pictures. 


Wants Subsidies for Some 


“All news and other analogous 
material,” Mr. Ernst writes, “when 
placed in the market for sale 
should not be allowed to rely on 
the copyright monopoly protection 
unless the material be offered for 
sale to all buyers at reasonable 
prices.” 

He favors a sliding scale of Post 
Office and telephone rates which 
would subsidize smaller publish- 
ers, publishers of low-cost books, 
and owners of small radio stations. 
He gives as an example a sliding 
scale of postal rates whereby a 
publisher with circulation exceed- 
ing 200,000 “would pay his way 
on all copies over 200,000.” This 
scale is likened to the practice of 
decreasing surtaxes on smaller in- 
comes, 

Mr. Ernst makes additional spe- 
cific recommendations for public 
policies in connection with differ- 
ent media. The book is dedicated 
“to the members of the Congress 
of the United States on whom we 
must rely to restore free enter- 
prise in movies, radio and press.” 


Active in Publishing 


Mr. Ernst has been a member of 
the New York bar for more than 
30 years and served as counsel for 
the American Civil Liberties 
Union in many freedom-of-the- 
press cases. He has also repre- 
sented Life, The New Yorker, Na- 
tion, Survey Magazine and the 
American Newspaper Guild on 
various cases involving civil liber- 
ties and freedom of the press. The 
publisher’s biography points out 
that he has recently, “since the 
Communists are out of control,” 
represented the Newspaper Guild 
in eases “against publishers them- 
selves on the issue of freedom of 
the press.” 
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@ MAKREDBS OF FINE. MATS FOR MEN AND WOMEN © 


TEST CAMPAIGN—This is one of a 
series of ads scheduled in the New 
York Times and the Philadelphia Bul- 
letin, with a possibility of the extension 
of the campaign to other cities. Geare- 
Marston, Philadelphia, is the agency. 


Vets Are ‘Premium 
Manpower, Guide 


Reminds Industry 


Washington, March 7.— Prompt 
re-assimilation of returned serv- 
icemen and women offers industry 
and the community an opportu- 
nity for a heretofore inconceivable 
achievement in public relations, 
the Veterans Re-employment Serv- 
ice of the USES suggests in a new 
“Employer’s Guide” currently in 
distribution to 85,000 of the na- 
tion’s principal firms. 

Appealing for support in the 
placement of returning veterans, 
the guide points out that success 
of the program can be measured 
only at the highest level of na- 
tional, community and individual 
good rather than merely public 
and legal obligations. 


‘Premium Manpower’ 


Under 12 separate headings, the 
guide explains the veterans’ re- 
employment program, argues that 
“veterans are premium man- 
power,” and outlines the appren- 
ticeship program under which in- 
dustry trains disabled veterans for 
a trade. 

The guide urges industry to tell 
its plans and its opportunities for 
returning service people, and par- 
ticularly to consult the U. S. Em- 
ployment Service for hiring. Dis- 
tribution is being made to all firms 
employing 100 or more persons, 
key retail stores, advertising agen- 
cies and utilities. 


Ludgin Incorporates 


The partnership of Earle Ludgin 
& Co., Chicago agency, has been 
succeeded by a corporation of the 
same name. Both ownership and 
management of the company re- 
main unchanged. 


DELAWARE COUNTY 


Third Greatest 
Industrial Area in | 
The Country’s Greatest 
Industrial State | 


-.. home of but ONE daily newspaper | 
the CHESTER TIMES (31,085 ABC | 
net paid) 


A. G. HIN, pub; C. L. Eanes, gen. mor.; 
D. J. McKay, local adv. mor. 


STORY, BROOKS & FINLEY 
== NATIONAL REPRESENTATIVES —— | 


Begins Furniture Series 


The American Chair Company, 
Sheboygan, Wis., has launched a 
campaign using regular monthly 
advertisements in consumer maga- 
zines, to feature its three main 
lines of furniture: “Pace Maker,” 
modernistic furniture; “Brewster 
Maple,” maple colonial furniture, 
and “Tropique,” sunroom, porch 
and summer furniture. Business 
papers also are being used. Bert S. 
Gittins, Advertising, Milwaukee, 
is the agency. 


Launch Safety Program 


The second program to reduce 
the toll of motor vehicle fatalities 
and injuries will be conducted by 
the police of the United States and 
Canada, under sponsorship of the 
International Association of Chiefs 
of Police, beginning May 15 and 
continuing for an indefinite period. 


The program, to be known as the 
Police Traffic Safety Check, will 
be supported by extensive adver- 
tising in newspapers and maga- 
zines. Posters and leaflets will be 
widely distributed and cooperation 
is being sought from major media. 


Hevenor Adds Two 


Edward L. Spencer, for 11 years 
advertising manager of Montgom- 
ery Ward & Co.’s Albany store, 
has joined Hevenor Advertising 
Agency, Albany, N. Y., as art and 
layout specialist. Robert L. Fox, 
recently discharged from the 
Army, has also been added to the 
agency’s staff, 


Young Names Lyon 

Donald Young & Co., New York, 
investment securities, has named 
S. Duane Lyon, Inc., to handle its 
advertising. 


Drug & Cosmetic 


INDUSTRY 


Covers a bright spot in 
the post-war industrial 
market. 


Also Publisher of Beauty Fashion 


In any picture of your market... 


The Modern Half is the Better Half ! 


. 
- 


I. AN OLDER WOMAN doesn’t often 
experiment with new and different 
drug products. When she was young 
and gay, of course, she ‘‘tried ‘em all” 


> «ft 


But now, alas, she’s ‘‘sot’’ in her ways— 
irrevocably sold on “her own”’ brands. 
Yes, it’s probably too late for you to 

sell her what's new! 


2. A YOUNG MODERN’s medicine cabinet 
tells a far different story. As “practical 
nurse” to a growing family, she bas to be 
alert to the latest in first aid remedies, the 
newest in home drug products. And now’s 
the time in her young life to tell her about 
yours. Sell her now in Dell—and you sell three 
million of her for life! 


eS 2. 
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General Mills | 
Maps Drive for 
New Appliances 


Minneapolis, March 5.—General 
Mills, Inc., plans no national con- 
sumer copy for its new home ap- 
pliance line until sufficient stock- 
piles of the products are assembled 
and ready for distribution, R. E. 
Imhoff, general manager of the 
home appliance department, said 


last week. 

Tentative plans for the complete 
advertising and merchandising 
\campaign promoting the appli- 
ances include newspaper spot copy 
in each district as soon as distrib- 
utors are supplied. National con- 
sumer advertising will not be 
launched until all sales districts 
have been opened. 

Through Batten, Barton, Dur- 
stine & Osborn, General Mills cur- 
rently is using nine household and 
appliance publications to promote 


the line, with full-page two-color | 


jadvertisements. In addition, di- 
rect mail is being employed. 

Copy and illustrations for the 
trade ads are institutional in tone, 
and promote special operating fea- 
tures and principles. Actual pic- 
tures of the individual products 
are not shown. 


Templetone Ups Kelsey 


S. A. Kelsey, formerly director 
of distribution, has been promoted 
to sales manager of Templetone 
Radio Corporation, New London, 
Conn. 
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Here ...in 


“Puget Sound Circe 


...4s concentrated 50% 
of Washington’s business 


“ie eae” @ PP eter 
Lain , 


the important 


---and TACOMA is a ‘must’ 


for complete coverage! 


THE PUGET SOUND region of 
Washington State clearly ranks as 
one of the “Big Four” Pacific Coast 
markets. Sales Management's Sur- 
vey of Buying Power says that the 
five lower Puget Sound counties 
dominate the state, too—account- 
ing for 50% of Washington's pop- 


retail sales... 
ton’s effective 


not covered 


buy families: 


Only one newspaper 
effectively covers 


WASHINGTON'S 
SECOND MARKET! 


See how daily newspapers rank 
in their coverage of Tacoma- 


Pierce County's 64,700 able-to- 


THE TACOMA 
NEWS TRIBUNE 
Second T 1a Paper . ci 
Seattle Not ling Paper ey, 
Seattle Ist Evening Paper.. 5% 


ulation... 51% 


of Washington's 
. 57% of Washing- 
buying income. In 


this important market area, Ta- 
coma is definitely a must buy. For 
the vital “Puget Sound Circle” is 


unless Tacoma is 


covered — and the circulation 
study below proves that NO “out- 
side” media does the job in Wash- 
ington’s Second Market. 


In Washington Always Schedule 


THE NEW 
TRIBUN 


Tacoma, l 


Represented Nationally by 
Lorenzen & Thompson, Inc. 


BAReSRE L 


1 + 200 
@i 


POSITIONS REVERSED—U. S. paper mills, the source of 85% of newsprint 

used in the U. S. a third of a century ago, have traded place with Canadian 

mills, as this chart by Franklin D. Schurz, South Bend Tribune, shows. U. S. 

newsprint output actually rose from 1,262,000 tons in ‘13 to 1,665,000 in ‘26, 
but dropped to 707,000 tons by ‘45. 


Newcomb Joins Scott 


Cyrenius Newcomb, formerly 
industrial services chief for the 
United States Employment Service 
in Michigan, has joined the staff 
of William Scott Associates, De- 
troit, as consultant for client or- 
ganizations. 


WOKO Staff Changes 


Grenfell N. Rand has resigned 
| as studio manager of WOKO, Al- 
'bany, N. Y., to take charge of 
| radio advertising and personnel 
work for Spaulding Bakeries, 
Binghamton, N. Y. Charles Bell, 


| 
| 


formerly associated with WBCA, 
Schenectady, N. Y., before joining 
the Albany stations in 1944, has 
been promoted from announcer to 
sales manager of WOKO and 
WABY, Albany. 


Parker Goes Fair Trade 

Parker Watch Company, New 
York, in a measure taken to stabil- 
ize resale practices on its prod- 
ucts, has become a member of the 
American Fair Trade Council, sup- 
porting “their splendid efforts in 
educating the public to the ad- 
vantages of resale price main- 
tenance.” 
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Here are the 27 food classifications in 


the Globe-Democrat’s Grocery Audit 


Package Laundry Soap 


Bar Laundry Soap 5 77 = 
Cake Flour i | N\ 
\ : 


Dehydrated Soup 


Chili Con Carne 


Cleansers 


Water Softeners 


Bleaches 


| 'z 
LSTA TT TT 
ACADIAN 

IN 


INCE 


All Purpose Flour 


Pancake Flour 


Prepared Flour Mixes 
Toilet Soap 


32S LC) test market 


Coffee ps 
Instant Coffee HOM TTT 
Dry Dog Food 


Ready-to-Eat Cereals 
Hot Cereals 
Shortening 
Margarine — Butter — Lard 
Evaporated Milk 
Peanut Butter 
Baby Food 
Baby Cereal Food 
Catsup and Chili Sauce 
Canned Soup 
Desserts 


Spiced Luncheon Meat 


go 


Si. Louis Globe-Democrat 


Only the Globe-Democrat claims to cover y 


successfully the rich and important mar- [ee 


ket of the 49th State, which includes 87 
counties in Eastern Missouri and Southern Illinois, 


Would you like to know what makes a sales curve go UP? Or down? 


To give manufacturers of grocery store products a look-see into the 
effects of price, packaging, merchandising and advertising, the St. Louis 
Globe-Democrat Grocery Store Audit was introduced, more than four 
years ago. This reliable audit now furnishes revealing figures on rela- 
tive sales positions of more than 450 individual products in 27 grocery 


store lines in this busy midwest market. 


If you’re planning a test campaign on a new product, St. Louis is the 
test market to use because the Globe-Democrat Grocery Store Audit 
gives you a graphic picture of market expectations, as well as sales 
results. If your product is an old-timer, you need to know what's 


causing up-and-coming pressure from your competitors. 


Write for details... St. Louis Globe-Democrat, Dept. 100 St. Louis, 


Missouri. 
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‘USA’ May Title 
Magazine Field 
Plans for 1947 


New York, March 6.—Tentative 
title of the new ‘“mass-class” 
magazine which Marshall Field is 
backing with an approximate 
$150,000 initial outlay, is USA. 
That mame appears on the first 
dummy of the magazine, but has 
not been definitely selected as yet. 

Multiple rumors about the new 
publication are in circulation, but 
ADVERTISING AGE learns that it 
probably will not be on sale before 
the first quarter of 1947 because 
of the many publishing problems 
still to be ironed out, such as 
amassing the necessary 30,000 tons 
of paper. 

The new magazine of “general 
family interest,” AA understands, 
will attempt to offer the public 
important subject matter “above 
the level of that being published 
today.” It will have no political 
or economic biases, and “no astro- 


nomical circulation figure” will be 
set up in advance of publication. 


Big Name Contributors 


Contributors whose articles ap- 
pear in the first dummy include 
Beardsley Ruml, Jonathan Daniels, 
Dean Mildred Thompson of Vas- 
sar College, Walter White and 
H. A. Overstreet. Fiction, general 
information and specialized de- 
partments also are planned. 

Editor is Norman Cousins, and 
vice-president and general man- 
ager is J. R. Cominsky, executive 
vice-president of The Saturday 
Review of Literature. 


Elgin Begins 1946 Drive 

Elgin American, Elgin, Il., man- 
ufacturer of compacts, Cigaret 
cases and dresser sets, will begin 
its 1946 advertising program with 
full-page, four-color ads in six 
national magazines in May. Ad- 
vertising Elgin American products 
as “The Perfect Gifts,” the pro- 
gram will be directed towards 
making it easier for dealers to 
capitalize on every-day jewelry 
gift buying. 


Goodrich Purchases 
’ . *s « 

Hayes’ Brake Division 

B. F. Goodrich Company, Akron, 
has purchased the airplane wheel 
and brake division of Hayes In- 
dustries, Jackson, Mich., enabling 
the company to supply complete 
tire, tube, wheel and brake as- 
semblies to the aircraft industry. 
John H. Seaton, manager of Good- 
rich’s aeronautical manufacturin 
division, will be in charge o 
wheel and brake manufacturing 
Operations, which will be con- 
tinued in Jackson. 


Kraft Foods Names Three 


Redmond P. Hogan, formerly as- 
sistant advertising manager of 
Stewart - Warner Corporation, has 
joined the executive staff of the 
advertising department of Kraft 
Foods Company, Chicago. Robert 
McKinnon, recently released from 
the armed forces, has been placed 
in charge of industrial product ad- 
vertising, and Jack Gunning, for- 
merly with Allis- Chalmers, has 
been appointed associate editor of 
the producers edition of ‘Krafts- 
man,” service publication for dairy 
farmers. 


» ; 


Ad Bureau Tells 
Sloan's Success 
in Newspaper Use 


New York, March 5.—Standard 
Laboratories, faced with a down- 
ward sales trend in 1944 on its 
Sloan’s liniment, reversed the 
trend in 1945 by putting most of 
its advertising into newspapers, 
the Bureau of Advertising, ANPA, 
reports in its current “Advertising 
Facts” folder. 

The report emphasizes that the 
shift from network radio to news- 
papers as the chief medium for 
Sloan’s, halted sales losses, slashed 
selling costs and greatly increased 
sales, despite an over-all 15% de- 
crease in the total Sloan’s budget. 

R. S. Danvers, Sloan’s advertis- 
ing manager, is quoted as asserting 
that the company “decided to pur- 
sue a policy of aggressive, modern 


“One bushel of oysters, 


and a case of beer.” 


Maybe You Can Afford It 
-- butis it GOOD BUSINESS? 


MAYBE you can afford the luxury of buy- 
ing nearly 1,300,000 daily newspaper circu- 
lation to reach the 1,000,000 families in the 
14-county Philadelphia ABC trading area. 


But is it good business to contract for 


some 300,000 


more readers than there are 


household units in America’s 3rd Market — 


when a little elementary field research dis- 


closes that you’re completely by-passing 


well over a quarter million families in your 


primary audience? 


That’s the 


net of your problem when 


you're trying to put together a newspaper 


list that gives you complete access to the 


$5 billion effective buying income* of the 
Quaker City market. 


*Sales Management “Survey of Buying Power,” May 15, 1945. 


PHILADELPHIA RECORD 


QUARTER MILLION DAILY - HALF MILLION SUNDAY 


The solution lies in analyzing the daily 
newspaper reading habits of the people of 


Philadelphia. 


You'll find that Philadelphia traditional- 


ists read one, or both, of the two conserva- 


tive Quaker City dailies. 


Liberal-minded 


Philadelphians buy, believe in and support 


The Record. 


That’s why selling Philadelphia isn’t a 


f 


mere matter of buying the two largest avail- 


able units of newspaper circulation. 


What 


really counts is reaching ALL the people on 
both sides of the liberal-conservative divide. 


Hence the merchandising axiom that has 


become a commonplace with successful ad- 
vertisers in America’s 3rd Largest Market... 


One Other to 


“It takes The Record and 


cover Philadelphia”. 
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advertising and merchandising 
tailor-made for the druggist’s own 
customers and his own community, 
and to concentrate continuously 
on local markets rather than on 
the so-called national market,” 
after sales dipped in ’44. 


Uses 2,700 Newspapers 


Accordingly, the report shows, 
under “a new advertising program 
drafted by Wesley Associates,” 
network radio, which had topped 
Sloan’s media list, was dropped. 
Sixty per cent of the budget last 
year went into daily and weekly 
newspapers, the rest into spot 
radio, magazines and car Cards, 
Approximately 2,700 dailies and 
weeklies were scheduled to carry 
ads of from 28 to 142 lines, the ads 
appearing two to three times a 
week most of the year. 

Sales of the liniment jumped by 
325,000 bottles in the first 10 
months of the new drive. “We are 
so pleased,” Mr. Danvers is quoted, 
“that our plans for 1946 call for 
greater expenditures in newspa- 
pers in the shape of larger space 
and higher frequency. By applying 
the ‘localized’ technique we un- 
questionably have increased our 
advertising efficiency . .. our sell- 
ing costs have been reduced while 
sales have zoomed.” 


Bears Out Stanford’s Theory 


Mr. Danvers’ statement lends 
support to the stand taken by Al- 
fred Stanford, the Bureau’s new 
head, that sales and advertising 
must be considered from a local 
rather than a national viewpoint. 

The Bureau, pointing out that 
Sloan’s had not been advertised 
in newspapers for a decade prior 
to 1945, and that in 1944 surveys 
showed only a small minority of 
customers knew of Sloan’s adver- 
tising, emphasizes that the new 
campaign was welcomed by the 
druggist “for not only could he see 
the ads in his own local paper, 
which all his customers read every 
day, but he could actually feel and 
watch the advertising working for 
him. 

“Sloan’s recognized the basic 
fact that all business is local... 
involving a simple hand-to-hand 
transaction between a local dealer 
and a local consumer,” said the 
Bureau. “Sloan’s also realized that 
to step up its advertising effective- 
ness, it had to route its visual mes- 
sages into those local markets that 
offered the most favorable selling 
opportunities. And this, Sloan’s 
decided, could best be done 
through newspaper space.” 


‘Modern Railroads’ 


Names Representatives 
Modern Railroads, published 
monthly by Modern Railroads Pub- 
lishing Company, Chicago, has 
named the following district rep- 
resentatives: Eastern, Paul F. 
Jackson and H. Thayer Heaton, 
New York; New England, E. P. 
Meade, Boston; central, Harold L. 
Stuart, Cleveland; western, Ken- 
neth A. Kruse, Chicago; and Pa- 
cific area, W. R. McIntyre, Los 
Angeles. 


Robbins to Standard Oil 
Charles W. Robbins, for the past 
20 years with the service staff of 
McCann-Erickson, Inc., New York, 
most recently handling the account 
of Standard Oil Company of New 
Jersey, has joined that company 1 
the advertising and sales promo- 
tion department. 


PARDON US 


Some New Customers 
Are Waiting For You 


if your business is in something 
to eat or drink 

... or something to wear, or jus 
about anything. Here’s a mare 
that really a to the “invita: 
tion to buy.” For the Negro look 
to his race press with confidenc* 
and loyalty. Your advertising "' 
these papers can win the respons 
and regular paenes of this 7»! 
lion dollar market. Get the facts ©” 
some of the success stories built >) 
advertising in this live field. DroP 
a letter or post card today to 


Interstate United Newspapers, !n¢ 


545 FIFTH AVENUE, NEW YORK 
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Outdoor Poster 
Exhibit Winners 
to Be Exhibited 


Chicago, March 7.—Winners in 
the 14th National Exhibition of 
Outdoor Advertising Art will be 
announced at a presentation 
luncheon at the Wedgwood Room, 
Marshall Fie’a & Co., next Thurs- 
day. About 100 poster entries will 
go on exhibition the same day. The 
exhibition will continue through 
March 30. 

Harold C. Jensen, Tatham & 
Laird, president of the Art Di- 
rectors Club of Chicago, which 
sponsors the show this year, will 
present awards to three first-prize 


orable mentions. 

Sherwood Smith, president of 
Calkins & Holden, New York, will 
speak at the luncheon on poster 
and outdoor advertising. Sidney 
Wells, art director and vice-presi- 
dent, McCann-Erickson, Chicago, 
heads the exhibition committee. 
Winners in the contest will be 
selected by a jury of art directors, 
business and advertising execu- 
tives from coast to coast. 

Many of the posters will be 
printed in “The Best Posters of 
1945,” a reference work and text- 
book on poster design and layout 
to be published later by Outdoor 
Advertising Incorporated. 


Plans Building Daily 


F. W. Dodge Corporation is com- 


winners and to the first 10 hon-|pleting plans to launch Chicago 


Construction News, a daily cover- 
ing building, public works and 
engineering projects, about April 
1. The eight-page tabloid will in- 
itially reach approximately 4,000 
builders, contractors, architects, 
public officials and other factors 
in the construction market. 


Bacardi Import Account 
Moves to New NY Agency 


Bacardi Imports, Inc, New 
York, has shifted its account from 
Lennen & Mitchell, New York, to 
Ridgway, Ferry & Yocum, a new 
advertising agency which will 
open offices at 595 Madison Ave., 
New York, on April 1. 

No details on the new agency 
will be released until that date, 
but it is known that the principals 
include Thayer Ridgway, former 
vice-president of Lennen & Mit- 


cheJl; Trell Yocum, executive vice- 
president of Compton Advertising, 
Inc., New York, and Robert Ferry, 
recently with the OWI and pre- 
viously an executive of Young & 
Rubicam. 


Opens ‘Walvet’ Campaign 

With arrival of the spring 
house-cleaning season, Cleveland 
Cleaner & Paste Company has 
opened a six-week 200 newspaper 
and 28 radio station campaign for 
its Walvet wallpaper. cleaner. 
Bayless-Kerr Company, Cleveland, 
is the agency. 


Appoints Critchfield 

Little & Co., Chicago manufac- 
turer of food specialties, has ap- 
pointed Critchfield & Co., Chicago, 
to handle its advertising. 


In these busy, competitive days, your refinery 
advertising must reach an interested buying 


audience . . . must “rub elbows” 


refinery buying groups. 


The most effective medium for reaching this 
select audience of potential refinery buyers is 
the Refinery Section of National Petroleum 
News ... the only refinery publication with a 
balanced circulation of management and oper- 
ating men. Important men in the industry 
read the Refinery Section of NPN because it’s 


with BOTH 


alert, it’s alive . . . it’s like them. It is interested 


in their interests. It is edited especially to 


serve them. Thousands of oil men have learned 


to depend upon the fact-packed pages of 


NPN’s Refinery Section for timely information 


on industry happenings. 


Your surest bet for sales to refineries is to 


have your advertisement 


both important buying groups in a publication 


providing preferred next-to-editorial positions 


“rub elbows” with 


for every advertisement . . . the one magazine 


which gives good refinery operating coverage, 


plus management! 


NATIONAL PETROLEUM NEws, 
1213 West Third Street, Cleveland 13, Ohio. 


Let your REFINERY advertising 


REFINERY SECTION 


pPETROLEUM: y 


“rub elbows” with BO | H buying groups 


Reach BOTH operating and management men through 
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GREENVILLE 


Short 


GREENVILLE, S. C. 
("Popuiation ) 34,734* 


Greenville city limits haven’t 
been changed since 1865. The 
official city population does 
not reflect the true Green- 
ville sales picture. 


Kememlber... 


123,000" 


GREENVILLE 


BUSINESS DISTRICT 


Greenville retail sales are 
over $50,000,000°*— greater 
than many cities in the 100,- 
000 class. It’s the trading 
center of Greenville County 
—leader in South Carolina’s 
1944 retail sales. Plan to sell 
Greenville first in South 
Carolina. 


103% family coverage in 
South Carolina’s leading 
market—Greenville County. 
62% coverage in 8 rich sur- 
rounding counties. Total cir- 
culation 75,453. Indespensi- 
ble for selling South Caro- 
lina’s No. 1 trading area. 


Represented Nationally by 
WARD-GRIFFITH COMPANY, INC. 


*1940 Census 
**Sales Management Estimates—1944 


GREENVILLE 
s« 100, ~~ + 
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a Can Harold E. Stassen, frequently men- 
tioned as a presidential possibility, unite 
the various GOP factions to win a Republi- 
can victory in 1948? In the new issue of 
The American Magazine, Stassen tells you 
what he thinks of Republican chances, and 
outlines a progressive plan of action which 


he believes the party must undertake im- 
mediately. Where does Stassen stand on such 
vital problems of today as strikes, housing, 
foreign policy, taxation? 


7 a Don’t miss: New Blood for the GOP, 
by Harold E. Stassen — in the April American 
Magazine, out now. 


The American Magazine. 


Bylines that make headlines 


As a prominent and vocal Republican, Harold E. 
Stassen has been making headlines in the nation’s 
press with steadily increasing frequency. 


Names that make headlines make even better bylines— 
and Stassen’s name now joins the long list of important 
Americans who write for The American Magazine. 


\Where Important People Turn 
to Say Important Things 


Watch The American... month after month... forarticles .... |, aa om 
by men others write about. 


Fadla — Fidlion — Pedllines — Fun! "U 


THE CROWELL-COLLIER PUBLISHING COMPANY, 250 PARK AVENUE, NEW YORK 17, N. Y. 
PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER’S, AND WOMAN'S HOME COMPANION be 
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UGHT TO KN 


The Creative Mans Corner 


One of the pleasantest things about be- 
ing a professional critic of radio must be 
the fact that it entails not the slightest 
responsibility. 

Reporting what it calls the sacking of 
“one of radio’s newest and freshest pro- 
grams,” Request Performance, by the 
Campbell Soup Company because of low 
ratings, Time (March 4) reprints the fol- 
lowing by the New York Times radio edi- 
tor, Jack Gould: 

“Ratings are perhaps the biggest cross 
that radio has to bear and now would be 
a fine time to heave them out. 

“The rating ... has been exaggerated 
to such an extreme that broadcasting has 
come to operate on a meretricious set of 
values. Whether a program has any in- 
trinsic merit of its own is no longer the 
prime question. 

“Ratings have come to fulfill the sin- 
ister function of being the absolute crit- 
ical standard for radio programming. It 
is as though a Rembrandt, a Beethoven 
symphony, a burlesque comic, a Tin Pan 
Alley ballad, a Keats sonnet and a pulp- 
magazine serial all were to be weighed 
on the same scales. That would seem too 
much even for radio.” 

Bunk! 

Ratings are a long, long way from be- 
ing the only criterion by which advertis- 
ers and agencies judge radio programs. 

However, Mr. Gould and Time’s editors 
apparently forget that radio time and tal- 
ent cost money. Time says, “Sponsors 
and agencies, broadcasters and perform- 
ers are much more concerned with the 
size of the audience than with the quality 


You Ought toRaow . 


Late in 1937 a slight, quiet Texan paid 
$80 for a month’s advance rental on a 
two-window office in Chicago’s Palmolive 
building, home of a score of advertising 
agencies, 

Signing a lease, he 
suggested, “Better give 
me an option on double 
the space. I’ll need it 
before the year’s out.” 

Little then did Carl 
Olin, the skyscraper’s 
manager, realize that 
he would spend a good 
part of the next nine 
years doubling the 
space of his new ten- 
ant, Will C. Grant. Nor 

that his agency, Grant 
Advertising, Inc., would shortly skyrocket 
to place among the top 20 agencies in 
billings in one of those “once-in-a-life- 
time” sagas of the advertising business. 

Today, at 38, the quiet Texan heads an 
agency with 250 accounts; 600 employes; 
15 offices in six countries, and $18,500,000 
of billings. And not satisfied with more 
than $6,000,000 in overseas billings, a 
figure that places him second only to J. 
Walter Thompson Company in the foreign 
field, Will Grant is confidently planning, 
within a matter of weeks, to open new 
offices on the West Coast and in China. 

Confidence in the future, and in his 
own ability to get business and hold it 
through results, seems to be the common 
denominator in ‘Will Calloway Grant’s 
meteoric rise. Grandstand quarterbacks 
predicted that Grant was out on a limb 
when, in 1940, he leased a full floor of 
the Palmolive building and furnished it 
with walnut panelling, rich carpets and 
massive furniture seemingly more appro- 
priate to the directors’ room of U. S. 
Steel, 

His own associates were jittery in 1942 
when Mars, Inc. canceled its “Dr. I. Q.” 
network program, then backbone of the 
agency’s billing, because of the sugar 

rtage. 

Grant quietly laid out a reported $75,- 
000 for an estate in Winnetka’s exclusive 
Indian Hill Country Club area, opened 
& New York office, purchased the largest 
acvertising agency in Mexico, and pro- 


Will C. Grant 


} ceeded to sign up Vick Chemical’s Vita- 


of the show.” Again we disagree. 

We believe, for instance, that the 
Campbell Soup Company put Request 
Performance on the air with high hopes. 
And if it was the low rating that caused 
it to be dropped, that rating was based 
solely on the number of listeners. And 
why not? 

Network costs are exactly the same for 
a half-hour program with 5,000,000 listen- 
ers as one with 20,000,000. Talent costs 
also may be very nearly equal. Thus, 
what these critics are asking is that 
Campbell spend approximately as much 
to attract some nine million tuners-in to 
their entertainment and their commer- 
cials as the Johnson Wax people do to 
turn on thirty million radio sets. 

As one who must continuously justify 
radio costs, this writer believes there is 
nothing the matter with radio ratings that 
good entertainment won’t quickly take 
care of. The question is whether the pub- 
lic shall decide what is good entertain- 
ment or whether this should be left up to 
the critics. 

Personally, we’re for the public—and 
the ratings that measure the public’s re- 
action. 

If there weren’t any Audit Bureau of 
Circulations we would probably be pay- 
ing at least as much for an advertisement 
in the New York Times (which we hap- 
pen to love) as in the New York News 
(which we don’t). But it wouldn’t be 
very good business. 

Radio, it happens, since the advertisers 
pay the freight, also is a business. And 
the ratings are its ABC. 


e « Will C. Grant 


mins-Plus, American Chicle and Cudahy 
Packing Company ... all in a few months. 
Since then the experts have concentrated 
on trying to find out how he does it. 

The answers seem to lie in the man him- 
self, and in some of his fetishes on ad- 
vertising. A smallish, good-looking man 
who is obviously a Southerner, soft- 
spoken and apparently the most easy- 
going of individuals, Will Grant seems 
to be the antithesis of the conventional 
hard-hitting business getter. His record 
as an idea man and salesman quickly be~ 
lies these surface impressions. 

Will Grant has three fetishes. One 1s 
that a good advertising program must 
above all, be a good merchandising pro- 
gram, that its impact must be felt all 
along the chain of distribution from man- 
ufacturer to consumer. Another is that 
for every product or service there is one 
basic selling theme which is better than 
any other, and he follows this fetish by 
going to extraordinary lengths to dis- 
cover, by research and testing, exactly 
what this theme is. When he finds it he 
rarely changes a word or a comma. Just 
ask any Grant writer who tries to intro- 
duce new copy slants on the Dr. I. Q. 
show. The third is that his agency is a 
team, and that individuals, including 
himself, don’t make an agency; only the 
teamwork counts. Thus few of his ex- 
ecutives, even though they are nominally 
attached to a particular office, concen- 
trate on any particular account. They 
are more likely to work as “task forces” 
or flying wedges, all pooling their think- 
ing on whatever problem may be most 
important at the moment. 

Advertising came early to Mr. Grant. 
Remarkably successful in selling adver- 
tising in Southern Methodist University’s 
school paper, he organized an advertising 
business of his own while still in college. 
Joining R. R. Donnelley & Sons shortly 
after graduation, he learned printing and 
selling from the ground up. After selling 
printing for a year or two in Dallas, he 
was off on his own, with a local agency 
which reportedly had more than the usual 
difficulty in keeping its head above water. 

Grant got his first taste of a really 
substantial account a couple of years later 
when he moved to Chicago and signed 
the Mars candy account, primarily be- 


cause of the Dr. I. Q. show. Not until 
his spectacular snagging of Old Dutch 
Cleanser from Blackett-Sample-Hummert 
in 1942 with an unorthodox and appar- 
ently naive approach, did he set adver- 
tising tongues to wagging in earnest. He 
has kept them wagging ever since by 
adding such substantial names as Air- 
temp, Stokol and Plymouth divisions of 
Chrysler Corporation, J. A. Folger & Co., 
Briggs Mfg. Company, Reo Motors, Ben- 
dix Aviation Corporation, Florists’ Tele- 
graph Delivery Association, Reichold 
Chemicals and American Chicle. The lat- 
ter account, incidentally, still employs 
the “Gimme a pack of Beeman’s Pepsin 
chewing gum please” jingles which were 
recorded for audition in 1941. 

While Grant has been shaping up a 
substantial domestic growth, almost un- 
recognized, his youthful international 
trio, David Echols, Harold Elterich and 
Lloyd G. “Bucky” Harris, have been doing 
even more spectacular things in the Latin 
American field. Now one of Grant’s 
largest offices, with well over 100 per- 
sons (almost all native Mexicans) is 
located in Mexico City. Pace setting 


_ branches of Grant Advertising, S. A., are 


located in Havana, Cuba; Caracas, Vene- 
zuela; Rio de Janeiro, Brazil; Sao Paulo, 


Brazil, Buenos Aires, Argentina, and 
Monterey, Mexico. Just as a sideline, 
they have entered London, England, 
meanwhile keeping their eyes on the 
West Coast and the Orient. Grant’s In- 
ternational division boasts such solid 
backers as American Chicle, Eagle Pencil 
Company, International General Electric 
Company, Lentheric perfumes and cos- 
metics, E. R. Squibb & Sons, The Tangle- 
foot Company, and the Washburn Crosby 
division of General Mills. 

At one time, with billings well over 
$1,000,000, Grant had no orthodox copy, 
research or media department, handling 
all but radio production, art and office 
details himself. Today, under Howard A. 
Jones, former vice-president of Lord & 
Thomas and Blackett-Sample-Hummert, 
he has assembled a sizable central crea- 
tive staff in Chicago. 

And for the future. All you have to do 
is glance at the colorful map of the world 
in Will Grant’s own private office in the 
Palmolive building, and count the neatly 
lettered dots showing where Grant Ad- 
vertising expects to maintain offices 
sooner or later. New Zealand? Tokio? 
Take your pick—and you probably won't 
be wrong. 


the Pay - Off di NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


USING TESTIMONIALS EFFECTIVELY IN SALES LETTERS 


Many firms over- 
look the power of 
testimonials as the 
basic theme for 
sales letters. Enclo- 
sures containing tes- 
timonials back up 
claims and add first 
hand proof of the 
product’s effective- 
ness, but sales let- 
ters based on testi- 
monials offer an 
excellent change of 
pace or part of a 
follow-up series, and 
pull surprising re- 


Dear Sir: 


(LETTERHEAD) 


When the Wellington Mfg. Company, Toledo, Ohio, says: 
“Your new Model 10 Electric Welder has paid for itself 
in the first five months' of use in our shop." 


And when the Publix Welding Company, Erie, Pa., says: 
"Within two months after we installed your 
Welder, we were netting over $500 a month 
in our small parts department alone." 


sults. And when the Hamilton Steel Works, Kansas City, Mo., says: 


To drag a testimo- 
nial into the letter 
without proper in- 
troduction makes 
the letter jumpy. A 
testimonial should 
be used as a logical 
part of the theme. 

One of the most 
effective uses of tes- 
timonialds is the® 
“When” letter. It 
utilizes four or five 
testimonials in 
a way that carries 
the reader from 
one climax to an- 
other without the 
feeling that sales 
ammuniticn is be- 
ing jammed down 
his throat. Here is 
how the “When” 
letter is used. 


welder? 


Business Chart of the Week ea ' 


"Your Model 10 welder is such an efficient machine we are 
going to install five more welders to help us 
handle the increased volume of work."' 


And when J. L. Ryan & Co., Worcester, Mass., says: 
"Send us another Model 10 welder. 
We are highly pleased with your equipment."’ 


And finally, when 4,62! other successful magufacturers have provea 
to their entire satisfaction that our Model 10 welder is most efficient, 
easy to operate, and a big profit-maker, why delay ordering your 


Send your order—TODAY—on the handy order blank enclosed with 
the guarantee that if you are not thoroughly satisfied after 10 days’ 
trial you may return the welder at our expense and your money will 
be refunded immediately. Isn't that a fair offer? 


Don't delay! Mail your 10-Day Free Trial Order now. 


Very truly yours. 


EMPLOYMENT IN WAR AND OTHER AGENCIES 

wee OF THE FEDERAL EXECUTIVE SERVICE _ 
3.5} | | Jee 
sot | I30 
2.5 | 42.5 
‘a yy WAR AGENCIES ial 
wan ocPaRT MENT . 

Lo 

0.5 


> 


98 DAO E RS cay Mie eee Ae ve pres ea ie coe aoe Be. ae 2 wis Be ae ee : rn : peau’ j Pipe. eh yi oo ae * a 2 tN EIRP ey ico | , ay poe 
ee 55 ae 
" » 
Rude 
bast a a 
a ae ek: 7 a Pegs oh RE RR REE ON SOK RR ae et SR ee i Mee eee wee eee Se NTIS Tce ee Soe Re Mee eh ce ee ee eee eee Pte EE ee ee RRS i i KOM St ae oh ae 2 EB 
Vt ee ' a Oo OW a ~~ | re oe: H, HEPES ‘a a Ay e “er tae s aS Pe RG SO Sa pe ee ats . es Sek ane 3 eax RRS Sc Se UeTOe Ss e%3 . ag 
¥ A ee . 2 an Ww Sew? Wik a Oe bes We Fe ow we: : i a FF Bh oy *) > ‘ i ; < a <uee P 
iets SS eee SR ee eer NN IE aes SN ee ROE RO RN AE CEE Ue GM CO tte te oh eS ; : fen = 
a ae - 7 
7), 
7 «1% 
Mer 
7 “ay 
Rae <5, 2 
ee 7% ; 
ee 
gia nae 
a a 
. 
. Sia 
‘ eee 
ny =n 
. Ves a 
a 
ey 4 
i a 
em 
\ : Lae 
haa 
a: fs 
a 
_ 
ay - 
pee Bros, 
ta 
i 
=_ - 
see ctphas 
pane ac <Te 
eT cee i 
eee 
= SEA as ie 
2 Oe 7 
ee _— 
i “ 
aie a 4 
ere a 
ay 7 
es co aa 
ee 
e 
ite 
Se me 
ae 
Ce cee 
ae ca 
nm a _ 
Ze ee 
RE I a 
ins ial 
(alae 
ies 
Foy 
ire. 
cal = 
oe 
i ve 7 
a 
< 
. : if 
| — & 
a 
: ye 
g 7 Pal 
‘ q er ve 
et, 
W pos ab P, 
| re ae 
{ 7 
er 
— a Be 
{ 
i 
j : 
{ 
| 
CC ‘ \ Ee 
ps 3 ; | s oe 
| Pasi atte See a Se a: Bee eit re tect mtn ie 
| re) SRD Sete eS Sa OE EE CE Be ECS 580 503 0 
sR SOmOser maw s sc aeSOnmosrmamsi sd FOuOS F MhAwMsi saSONOLF MAB s LT ASD OsFweawse sad a0 
<5 1940 1941 1942 1943 1944 1945 : 
ies be a ee see a ee two oe = t macen : 
< 
‘ : ? r é ‘ .. “ oe ae “s 
Set *\s eer i < , ato eer bgt ean ar Shee : Say Ree ae we . ‘ \ ; 4 as Tee neh: x . 


56 
Cooke Opens Rep Office 


Donald Cooke, Inc., a naticnal 
radio representative, has opened 
offices in New York and Chicago, 
with station clients to be an- 
nounced later. Mr. Cooke, formerly 
with William G. Rambeau Com- 
pany, New York, and Frederic 
Apt, recently with Forjoe & Co., 
New York, will be in the firm’s 
New York offices, and the Chicago 
office will be managed by Don 
Harding, formerly with WHOT, 
South Bend, Ind. 


Kingsbury Names Loudon 


Kingsbury Machine Tool Corpo- 
ration, Keene, N. H., manufacturer 
of automatic, special-purpose ma- 
chine tools, has appointed Henry 
A. Loudon, New Yqpk, to handle 
its advertising. 


x WOOD « 


Well read and liked by the important men 
in a great industry—men who are work- 
ing to achieve wood’s exciting future. 


PRODUCTS 


Business Paper 
Linage Off 1% 


for February 


Chicago, March 7.—With indus- 
trial publications showing a fairly 
substantial loss over last year, 
business paper advertising during 
February declined 1% under the 
previous year, and chalked up the 
first over-all linage loss in many 
months, according to the monthly 
tabulation of Industrial Marketing. 

The group of 107 industrial pub- 
lications included in the Industrial 
Marketing tabulation carried 15,- 
853 pages in February, as against 
17,173 pages in the same month 
last year, for a loss of 7.7%. Gains 
in the other classifications, how- 
ever, brought the over-all loss for 
the group down to 1%. 

In the trade group, 31 papers 
carried 4,462 pages this year as 
against 3,800 last year, an in- 
crease of 17.4%. Thirteen export 
publications chalked up a total 
of 1,055 pages this year as against 


907 last, for a gain of 16.3%, and 
22 class papers carried 2,128 pages 
as against 1,867 last year, for an 
increase of 14%. 

For the first two months of 1946, 
all groups combined carried 48,251 
pages, compared with 46,192 pages 
last year, for a two-month in- 
crease of 4.5%. During the two- 
month period, industrial papers 
registered a 2% loss from 1945, 
while trade papers gained 24.1%, 
export papers moved up 10.2%, 


and the class group increased 
18.1%. 
‘Our World’ Issued 


Our World, “a picture magazine 
for the Negro family,” has begun 
publication at 1440 Broadway, 
New York 18. A guaranteed 125,- 
000 circulation is claimed for the 
initial April issue, on newsstands 
this week. The basic page rate is 
$450. 


Moves Offices 


Executive offices of Associated 
Food Dealers, Chicago, have been 
moved to larger quarters in suite 
1150, Board of Trade building. 


DOUBLE POWERED! 


The first-line farm market for manufacturers of electrical products consists of those double- 
powered farms which have both high-line power and high purchasing power. There are six 
million farms in the United States. Three million of them—50%—are not serviced with elec- 
tricity. Another large percentage do have power but not sufficient income to make full use of 
it. The balance of the farms compose what is today one of the biggest markets for elec- 


trical goods. 


The cream of this market consists of 400,000 electrified farms with high purchasing poten- 
tials. They were selected on the basis of power usage and equipment buying ability by repre- 
sentatives of Electric Power Companies and R.E.A. Co-ops. Every one of these farms — and 
this is of primary importance to merchandisers of electrical equipment — receives ELEC- 
TRICITY ON THE FARM Magazine. The electric companies pay for its circulation because 
they know that it is the most potent medium — and an exclusive one — for acquainting and 
assisting farmers in the use of electricity on farms and in farm homes. 


As its title indicates, ELECTRICITY ON THE FARM Magazine is devoted — 100% —to 
its editorial purpose. It merchandises electrical products all — 100% — of the time. Its circu- 
lation is entirely — 100% — waste-free. 


Judge for yourself what ELECTRICITY ON THE FARM Magazine is doing in promoting 
the sale of electrical merchandise by writing for a sample copy today. 


JE NATIONAL MAGAZINE OF RURAL ELECTRI 
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FEBRUARY BUSINESS PAPER ADVERTISING VOLUME 


These figures, compiled by Industrial Marketing, must not be quoted or reproduced 


without permission. Unless 
standard 7x10 type page. 


rwise noted, all publications are monthlies and have 


Pages Pages 
1946 1945 1946 1945 
Industrial Group Water & Sewage Works 66 50 
Aero Digest (semi-mo). *119 *279 | Welding Engineer ...... 74 70 
Air Conditioning & Re- West Coast Lumberman. “*114 *101 
frigeration News (w) Western Construction 
CREE, cea cteveces 769 e38 SON eee 105 102 
American Aviation (semi- Wee WEED cicsicess, *75 *69 
BSE eee 64 102 | Woodworking Digest 
American Builder ...... 142 92 io) Bere rar 107 91 
AMOTICAR CRY ..ccsccee 106 93 Ste a 
American Machinist ME cate Lathan sas hp 15,8538 17,178 
(DI-W) * .....cceceseeee * 580 *495 Trade Group 
Architectural Forum 123 138 | American Artisan ...... 94 75 
Architectural Record.... 107 182 | American Druggist ..... 170 145 
Automotive & Aviation Boot & Shoe Recorder 
Industries (bi-w) 260 833 NDS 6 4 1365 ewe p)> 0 *157 *180 
Aviation ere Pe ree 144 817 | Building Supply News.. 88 69 
Aviation Maintenance... 138 107| Chain Store Age— 
Bakers’ Helper (bi-w)... §178 182 Administration Edition 
DEE ‘Sous eth neste ss 59 58 Combination ....... 31 32 
Brewers’ Digest ........ 88 85 Druggist Edition 115 96 
Brick & Clay Record.... *729 *97 Fountain Restaurant. 20 §28 
Bus Transportation 148 145 General Merchandise 
Butane-Propane News... 15 53 Variety Store §165 $131 
TE Saar ee *99 *§1381 Grocery Editions ..... 106 89 
Ceramic Industry ...... *749 *48|Commercial Car Journal 200 190 
Chemical & Engineering Domestic Supinsoring “fF 152 130 
PO hee pr 124 78 |Electrical Merchandising 
Chemical Industries .... *112 *112 RR rrr *7148 119 
Chemical & Metallurgical Farm Implement News 
Engineering .......... $1897 8538 MM bieeneien vas ves 150 118 
Civil Engineering ...... 89 82 | Fueloil & Oil Heat...... 78 52 
ae 7160 154 |Geyer’s Topics ......... 88 81 
Construction Digest OE SA eee 12 9 
le eine wicks « 4 t*eg9 87 | Hardware Age (bi-w)... 3638 248 
Construction Methods Hosiery Underwear 
ET Sc i0h, bb dls sea 6 de 182 182 DEE | bb adaveaube4e% 125 114 
SS, re 42 38 | Jeweler’s Circular— 
Contractors & Engineers DED... o03-4000688%6 264 191 
Monthly (9%x14) 55 52 |Lingerie Merchandising. . 66 155 
| >see a 143 141 | Liquor Store & Dispenser 67 64 
Diesel Progress (8%x11) 67 87 |Men’s Reporter (9x115) 145 236 
Electric Light & Power. . 75 88 | Mill Supplies ........... 228 225 
Electrical Contracting 127 SO EE sebd kn eresessannes 152 146 
Electrical South ....... 55 “yl Se 113 112 
Electrical West ........ 92 83|NJ (National Jeweler) 
Electrical World (w) 218 243 (SYXT%) cece seceses 291 226 
eT Fee *262 *334 | Office Appliances (6 5/6x 
Engineering & Mining UE on a ye 141 127 
EE tcc keh ch oes oy 160 158 | Photographic Trade News 
Engineering News-Record SUED —o.50556.66 006 56 31 
. Rr ae *§$848 *§349 | Plumbing & Heating 
Factory Management & DEE dhs dn akica sas 53 43 
Maintenance ......... 807 856 | Sheet Metal Worker .... *68 *52 
Fire Engineering ....... 45 44|Southern Automotive 
Food Industries ........ 185 174 CS RE ae 97 86 
 — rae rr 200 204 | Southern Hardware .... 99 88 
RS aaa 46 42| Sporting Goods Dealer.. 7165 74 
Gas Age (bi-w) ........ *84 *75 |Syndicate Store Merchan- 
Heating, Piping & Air diser (44%4x6%) ...... 116 108 
Conditioning ......... 118 112 | Wholesaler’s Salesman .. +84 85 
Heating & Ventilating .. 81 78 
Industrial & Engineering ais 56 65 edi aint 4,462 8,800 
Chemistry (2 editions) 175 151 Expert Group 
Industrial Finishing American Automobile 
BO are ee 84 838 Overseas Edition) 41 28 
Industry & Power ...... 183 188 | American Exporter (two 
SOUR ASO (CW) .c.csecccs *t620 *635 SED hs csccececess 368 #350 
SAMROEY BOO occ scccace *27] *61 | Automovil Americano 58 48 
Machine Design ........ *286 *2997 |Caminos Y Calles ....... 28 0 
Machine Tool Blue Book Farmaceutico .......... 46 41 
Sr Sere 326 355 |Hacienda (two editions) 121 116 
rare 851 848 |Ingenieria Internacional 
Manufacturers Record .. 46 54 Construccion ......... 81 14 
Marine Engineering & Ingenieria Internacional 
Shipping Review ..... 189 278 OE Te 109 98 
Materials & Methods ... 175 210 |Petroleo Interamericano. 61 ” 
Mechanical Engineering. 112 120 | Revista Aereo_ Latino 
Mechanization (4 18/16x pO Serre *20 *32 
KK. See 92 89 | Revista Rotaria ........ 12 9 
Metal Finishing ........ 72 72|Spanish Oral Hygiene 
Metal Progress ......... 155 169 4 5/15x7 8/16) ....... 50 45 
Mill & Factory ........ +260 287 | World Petroleum ....... 60 66 
Mining & Metallurgy ... 85 88 
Modern Machine Shop (0) RS er 1,055 907 
ara 823 334 Class Group 
Modern Packaging ..... 7148 *126 | Advertisin Age (w) 
Modern Plastics ........ *184 *177 C0) BO errr 217 174 
National Bottlers’ Gazette 118 113|American Funeral Di- 
National Petroleum News aaa +62 55 
Me SECT s ab 0s Xs 04040 184 122 | American Hairdresser... 73 7 
National Provisioner (w) 1186 121 | American Restaurant ... 83 72 
Oil Gas Journal (w).. *459 *444 | Banking (7x10 8/16) 78 70 
Oil Weekly (w) ........ *§13038 *199 | Dental Survey ......... 185 189 
Organic Finishing ...... 12 18 | Distribution Age ....... *72 62 
Paper Industry & Paper Hospital Management .. 77 57 
MO Shc sanabescaess +93 7 |Hotel Management ..... 94 84 
Paper Mill News (w)... *§)115 *157 | Hotel World Review (w) 
Paper Trade Journal (w) *§)226 *$199 SE scakd bh adn es *136 *30 
Petroleum Engineer 148 165 | Industrial Marketing . 7130 117 
Petroleum Refiner ..... 197 198 |Medical Economics 
Pit & Quarry .......... *105 ag] (45% K6%) ..cccccssees 134 104 
er eo 255 288 | Modern Beauty Shop ... 98 76 
Power Plant Engineering 129 184 | Modern Hospital ....... 174 159 
Practical Builder Modern Medicine (4%4x 
SEE Sas 6006 5650 27 B01} GA)  coccccccccccccees 171 141 
a... ae 56 55 | Nation’s Schools ...... 76 64 
Product Engineering ... *+350 *359 | Occupational Hazards 
Production Engineering & ly | Vere 45 50 
Management ......... 116 141|Oral Hygiene (4 5/16x 
Products Finishing (4%x FT QFEGE ic cazicoccnges 150 142 
|) 2A Ree 72 73 |Restaurant Management 71 7 
Progressive Architecture 86 90 | Scholastic Coach ....... 26 20 
Co 279 266 |School Management 
Railway Age (w) ...... 233 234 | ee 86 29 
Railway urchases & Traffic World (w) ...... 95 94 
Peer 99 96 SS 
Roads & Streets ........ 90 82 . Serene rrerr rrr 2,128 1,867 
Rock Products ......... 95 ot) 
Sewage Works Engineer- $Includes special issue. 
. mmr $43 $39 *Includes classified advertising. 
Southern Power & In- |Last issue estimated. 
PP ere 118 116 tLast two issues estimated. 
fer earer *1488 510 +Estimated. 
eee 16 24 ®Includes two issues. 
Telephone Engineer .... *48 *43 {Established July, 1945. Formerly Part 
Telephony (w) ......... *99 *99 II of Hosie Underview Review. 
ry. ie.) eee 217 200 2Monthly starting July, 1945. 
EE © 65s Nba 0aes *99 *92 ®Combined February-March issue. 
Tool & Die Journal Includes mid-month “News Edition" be 
PEE. Wis 6 6-4.4.00400076 143 162 ginning November, 1945. ; 
Water Works Engineer- No figures for comparison; monthly 
fo) Perey 56 50 starting January, 1945. 
LY i ox 
Florida Foods Changes the appointment of John M. F ‘ 
as president, Mr. Fox having re 
Name; Elects John Fox signed from NRC as vice-presi- 
Florida Foods, Inc., Boston,|dent, and previously having been 


formed last year to produce de- 
hydrated citrus juices, with a 
quick-frozen orange juice concen- 
trate to be marketed initially by 
Snow Crop Marketers, Inc., New 
York (AA, Feb. 25), has changed 
its name to Vacuum Foods Cor- 
poration. The company is a li- 
censee of National Research Cor- 
poration, Boston, and will use 
NRC processes at its new $1,000,- 
000 plant in Plymouth, Fla. 
Vacuum Foods has announced 


branch sales manager in Worces- 
ter, Mass., for International Busi- 
ness Machines. 


Reimers Agency Moves 


Carl Reimers Company, New 
York advertising agency, ha‘ 
moved to temporary quarters 2! 
the Empire State building. The 
agency will occupy permaner! 
space in the same building abou! 
June 1. New telephone number 


Bryant 9-9570. 
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Wallace and Aide Debate 
at Press Conference 

Washington, March 7.—While it 
is well known that many of the 
business men who have been re- 
cruited by the Commerce Depart- 
ment in the past year are luke- 
warm to Henry Wallace’s general 
ideas, differences were never so 
vividly demonstrated as they were 
Monday when Al Browning, direc- 
tor Of “Domestic Commerce,” 
staged a fantastic debate with his 
chief before the press. 

Since Mr. Wallace deliberately 
encourages his associates to ex- 
press their ideas, he might have 
been a bit amused at first at the 
eagerness with which Browning, a 
former Montgomery Ward execu- 
tive, presented his belief that pro- 
duction and jobs would best be 
created by reducing the tax load 
of top level executives, , 

As Browning continued to argue 
that consumption is limited only 
by production and sales ingenuity, 
and ingenuity is stifled by high up- 
per bracket taxes, the Secretary 
tried to change the subject by ob- 
serving that Treasury must decide 
tax policy. 

With Browning persistently re- 
opening the subject, however, Mr. 
Wallace lost patience and joined 
the issue. “Further research may 
show,” he said acidly, “that we 
will fail to get distribution unless 
we bolster purchasing power of the 
rank and file.” 

af * * 


Despite the mauling the price 
control and housing programs are 
taking in Congress, some of those 
who are trying to kill OPA con- 
cede that members are not likely 
to have the stamina to refuse re- 
newal of the Price Control Act. 
While they hope for various for- 
mulas to reduce OPA’s freedom, 
they feel that price control has 
been so thoroughly sold by the 
OPA information staff that Con- 
gress could not refuse to continue 
it. 

* * * 

After agreeing to a last minute 
change, eliminating a section re- 
quiring it to supervise mergers, 
FTC is putting on the steam for 
the Kefauver bill outlawing ac- 
quisition of the physical assets of 
competing firms, when it will result 
in concentration of more than 5% 
of the sales of a line of business. 
Although the Clayton Act already 
prohibits purchase of the common 
stock of a competitor if it might 
tend toward a monopoly, FTC 
claims business men have escaped 
regulation by purchasing the 
physical assets. 

7 * * 

War Department has come up 
with a report on Negro manpower, 
observing that many Negroes had 
valuable industrial experience dur- 
ing the war, which has equipped 
them as skilled craftsmen to com- 
pete on equal terms with white 
workers. According to the War 
Department figures, Negro partici- 
pation in defense industries in- 
creased from 3% in 1942 to 8.3% 
in 1944. In 1938, 8.4% of govern- 
ment workers were Negro, 90% of 
them custodial; by 1944, Negroes 
held 19.2% of the government jobs, 
only 40% of them custodial. 

* * * 

The compulsory licensing buga- 
boo is back, with Patents Commis- 
sioner Casper Ooms warning, in a 
rare public statement, that under 
existing law the inventor of a key 
Process might monopolize atomic 
energy for 17 years, despite the 
fact that the public financed the 
bulk of the research. Hardly a 


By STANLEY E. COHEN, Washington Editor. 


compulsory licensing agitator, 
Ooms nevertheless suggests it 


might be wise, where processes im- 
portant to the public welfare are 
involved, to require licensing of 
“broad, basic and dominating prin- 
ciples,” leaving the inventor, how- 
ever, “adequate compensation and 
exclusive right in some narrow 
field where the public interest is 
not completely under his control.” 
as * * 

Only the production figures some 

six weeks from now will show it, 


but there are experts here who be- 


lieve that production of distilled 
spirits under the “curtailed” grain 
ration will be remarkably close to 
the highs of recent months. Rea- 
son, they say, is that in shifting 
from a 7% to a 5-day ration, the 
industry was permitted to select 
any day in 1945 as a basis. . . You 
can’t do it, but Commerce Secre- 
tary Henry Wallace goes over to 
OPA these days when he wants up- 
to-the-minute business statistics. 
In admitting it, Wallace promised 
to see what could be done to im- 
prove Commerce’s own reporting. 


Hills Promotes Caine 


Hills Brothers Company, New 
York packer of Dromedary dates, 
mixes and other food products, has 
elected Randall L. Caine vice- 
president in charge of sales. Mr. 
Caine joined the company as a re- 


tail salesman in the Middle West 
in 1924, later became Chicago 
branch manager, and most recently 
has been general sales manager in 
New York. 


Plan “Mr. & Mrs., Inc.’ 


Mr. & Mrs., Inc., a monthly 
magazine with separate sections 
containing articles of interest to 
men and women, and a center sec- 
tion on travel, hobbies and the 
like, will be published in Chicago 
beginning in May with planned 
initial paid circulation of 30,000 
in the Chicago area. Hannah 
Stanger will be publisher and 
editor, and Joseph Kashnick ad- 
vertising manager. Temporary of- 
fices are at 21 E. Van Buren St. 

The tentative basic page rate is 
$450. Special features will include 
indexes on editorial pages relating 
editorial content with ads, and a 


“Mr. & Mrs. Goes to Market” sec- 


tion on advertised products. Jewell 
F. Stevens Company is the agency. 


Brown & Weir Changes 
to Walter Weir, Inc. 


Brown & Weir, Inc., New York 
advertising agency formed last Oc- 
tober by Stanley Brown and 
Walter Weir, has changed its name 
to Walter Weir, Inc., with the re- 
tirement of Mr. Brown from the 
company. Mr. Weir, president, 
has purchased Mr, Brown’s inter- 
est, and directors will continue to 
be William A. Jensen and Arthur 
E. Macon as vice-presidents, and 
Maurice B. Solomon as secretary- 
treasurer. 

The agency’s accounts include 
Constance Bennett cosmetics, Tur- 
ner Construction Company, Madi- 
son electric shaver, and Sullivan 
Industries, Inc., box - crate - pallet 
and tool divisions. 
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WHEN IT’S ADVERTISED 
IN THE STAR 


Wiru astute advertisers THE STAR has a repu- 
tation for selling products, service, or ideas that is un- 


equalled by any advertising medium in Washington. And 


it is based on very sound reasons. 


First, THE STAR gives advertisers superior cover- 
age, because it is delivered to more homes in Washington 


—every evening and Sunday morning—than any other 


newspaper—daily or Sunday. 


Second, STAR reader-confidence—built lastingly on 


nearly a century of forthright publishing 


—gives a remarkable added sales 


stimulus to all kinds of advertis- 
ing in THE STAR. 


CH 


NEW YORK ® DAN A. CARROLL 


1CAGO ®@ J. E. LUTZ 


“MEAT 


FOR MARKETERS 


Two-fifths—or more than 130,000—of all dwell- 
ings in the Washington (D.C.) Market are eh 
owned by their occupants. And over 65,000 home 
owners have already made plans* for such major 
improvements, 
roofs, heating systems, air conditioning, painting, 
redecorating and others. 

*Washington Board of Trade Survey 
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THE ADVERTISING MARKET PLACE 


HELP WANTED 


Advertising Age, March 11, 194¢ 


HELP WANTED 


The rates for this department are as follows: “Help Wanted,” “Positions Wanted,” “Representatives Wanted,” 


and “Representatives Available,” 50 cents a line, minimum charge $2. 


Monday noon preceding publication date. 


Figure bold face heads 25 letters and 
spaces per line; light body face 34 per line. Box numbers add two lines. Terms cash with order. 
Display advertisements take card rates. 


Forms close 


ADVERTISING AND SALES 
PROMOTION MANAGER 
WANTED 


for small electrical appliances manu- 
facturer, outstanding leader in the 
field for over 20 years. Applicant 
a way that would do the most good should be 35 years or under and have 
to the greatest number in the well rounded experience distributing 
shortest time at the lowest cost!” through wholesalers and retailers. Suc- 
says cessful applicant will be required to 
originate advertising and sales pro- 
motion ideas, develop with top flight 
agency national advertising, direct 
mail, and sales promotion material. 
Experience in electrical business not 
essential, but applicant should be 
able to adapt himself. Location 
middle west. Application should give 
complete information and photo, also 
salary requirements. Confidence will 


Advertising Agency 
RESEARCH ASSISTANT 


“The purpose of advertising is to 
promote the distribution of prod- 
ucts, services, ideas and opinions in 


This Hep* 
YOUNG MAN With 15 YEARS 
Of STUDY AND EXPERIENCE 
In ADVERTISING & SELLING 


*Hep to post-war tendencies: 
Likes work, people, facts, ideas. 


eee 
> seapaane® Our organization knows 
of this ad. 
PHILIP G. PALMER BOX 6429, ADVERTISING AGE 
146 East 89 St., New York 28, N. Y. 100 E. Ohio Street, Chicago 11, Ill. 


HELP WANTED 


WANTED 
LAYOUT and LETTERING 
ARTIST 


A substantial agency, serving na- 
tional accounts only, yet located in 
a small, quiet township a short dis- 
tance from the largest midwestern 
cities, has an exceptional opening 
for a top-flight man who can pro- 
duce inspired layouts and finished 
lettering. 


This artist must have a thorough 
knowledge of typography and the 
mechanics of the rofession; he 
must be an organization man, rather 
than an individualist, and have the 
desire to satisfy his ambitions mid 
poasecut, yet progressive surround- 
ngs. 


Please enclose one or two proofs 
with detailed reply. 
Box 8015, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, II. 


Salesman to call on advertising 
managers and agencies in Chicago 
territory to sell new process of 
plastic lamination used in salesman 
portfolio, point-of-sales advertising, 
etc. Commission basis. 

Box 8042, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


a ae 
5 pas ota, 


2 


more sales power... 


Outdoor Life 


Firat chotce of discriminating sportimen 


353 FOURTH AVENUE + NEW YORK 


THE MOST POWERFUL MAGAZINE ... IN A 4 BILLION DOLLAR SPORTSMAN’S MARKET 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Placement anywhere in the 

United States 
GEORGE WILLIAMS—Personnel 
209 S. State St., Har. 2063, Chicago 


ARTIST—DESIGNER 
Nation’s foremost display concern 
offers permanent position in creative 
design under excellent direction and 
exceptional working conditions, Chi- 
cago. Write giving full details of 
education, experience, etc. 

Box 8029, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


EXPERIENCED LAYOUT ARTIST 
Capable of creating visuals and 
meking finished comprehensives. 
~ vk will include industrial illus- 
ation, figures (no fashion), post- 
ers. Applicant must be versatile, and 
fast. 40-hour week. Good working 
conditions and an excellent oppor- 
tunity for advancement in a rapidly 
growing agency in Houston— 
Southwest’s largest industrial city. 
Write giving full details of last 4-6 
years employment, state salary de- 
sired and furnish samples, which 
will be carefully handled and 
promptly returned. 

Box 7990, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Production Manager for medium size 
Chicago agency. Must know type 
faces, engravings, etc. Agency ex- 
perience desirable. Veteran prefer- 
red. Salary $4,000. Write fully giv- 
ing age, past experience. 

Box 8036, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


COPYWRITER 
Prominent Chicago Advertising 
Agency has exceptional opportunity 
for top-flight creative copywriter 
with ability to write outstanding 
copy for shoes, cosmetics, food prod- 
ucts, household items, ete. Give full 
details, experience, type copy han- 
dled, age, salary desired. Replies 
confidential. 

Box 8033, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


COPYWRITER: WITH BRAINS 
AND IMAGINATION 
Somewhere, perhaps in a big agency 
bullpen, is a young man (or woman) 
who knows how to write. We need 
a copywriter to major on indus- 
trial, minor on high-grade re- 
tail accounts; who likes small city 
life; who can make nuts-and-bolts 
interesting and with equal facility 
write fashions; who will accept, 
temporarily, modest but adequate 
starting salary; who wants to settle 
down with a smaller agency that 
has made phenomenal progress in 
five months of operation. Excellent 
offices (private one for you), con- 
genial staff. A veteran preferred. 
Write, phone, or wire THE W. H. 
LONG CO., 423 W. Market St., York, 

Penna. Phone York 6220. 


YOUR EARNING CAPACITY 
—Do You Know What It ls— 
NOW? 


It is just as important for you 
to find out confidentially if you 
are being overpaid as it is for 
you to know if you are being 
underpaid. 

You would be wise to check 
on your market value occasion- 
ally through a reliable confiden- 
tial agent. 

Our 25 year old business has 
been built on the solid rock of 
integrity ... “seeking our own 
in another’s good.” 

Mr. Lowen’s helpful leaflet, 
“When to Change Your Job” is 
yours — free . . . Just write to 


Walter Lowen 


PLACEMENT AGENCY 
* 
Established 1920 as headquarters for 


ADVERTISING PERSONNEL 
Office © Creative @ Executive 
Resumes required go "yoy 


Muderate placement servi 
times paid or shared by the employer. 


420 Lexington Avenue 
LEX 2-8866 


LAYOUT MAN—Midwest, 4-A Agen. 
cy has attractive opening for lay. 
out man who likes to do rough vis. 
uals in the development of adver. 
tisements and who can do finisheg 
visuals and comprehensives in goog 
volume. Write giving brief outline 
of experience. 

Box 8034, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
FRED J. MASTERSON 
Advertising & Publishing 
Personnel 
Placements of all types with lead. 
ing organizations. 

185 N. Wabash Ave., Chicago 


If you need an 


ART 
DIRECTOR 


—and the man you have in mind 
is identified with these qualifi- 
cations: 


@ 15 years between the board 
and the clients’ satisfaction. 


ry Those years with two of the 
country’s foremost agencies. 


@ When we said the “board,” 
we meant just that—not a lay- 
out buyer. 


@ Much of the experience has 
been on food, drug and pack- 
aged goods accounts, but not 
typed to any product or style. 


@ Can assume full responsibility 
for the purchase of art and 
photography; also direct and 
supervise production to com- 
pletion of advertisement. 


@ Still only 38—married and 
two children. 


Advertising Age, 100 E. Ohio 
St., Chicago 11, Ill. Box 6428. 


INDUSTRIAL 


wanted “COPYWRITER 


@ We're a small agency (16 per- 
sons) located in Kansas City. Have 
opening for a male copywriter 
with plenty of experience on in- 
dustrial accounts. That would be 
his first responsibility — but he 
would also have the opportunity 
to tackle consumer copy. 


® Our 13-year growth has been 
steady and sound—and plans call 
for continued aggressiveness in 
agency development and progress. 
Our people are carefully selected 
for teamwork spirit and ability to 
get along with others—as well as 
competence. No prima donnas con- 
sidered. Our own people know of 
this ad. 


© DON'T send samples (right now). 
DO write us a letter telling why 
you feel you're the man for the 
job. Tell us all about yourself— 
age, education, business experi- 
ence, pertinent personal informa- 
tion. Be sure to state your starting 
salary requirements. 


BOX 6427, ADVERTISING AGE 


100 E. Ohio Street, Chicago 11, Ill. 


TOP-NOTCH ACCOUNT 
MAN NEEDED BY 
EXPANDING AGENCY 


A well financed, 38 year old Chicago 
advertising agency with branch office 
in St. Louis is expanding and has ex- 
cellent opening for top-notch execu- 
tive capable of developing business 
under a very profitable arrangement. 
Maybe this man is now operating a 
one-man agency of hie own. If you 
feel you can fill the job, write in 
confidence to 


BOX 6430, ADVERTISING AGE 
100 E. Ohio Street, Chicago I1, Ill. 


Feed Advertising 
Man Wanted 


Rare opportunity for advertising 
manager, assistant advertising man- 
ager, or copy man, familiar with 
feeds, feeding and feed merchan- 
dising. Should be versatile copy- 
writer, able to talk the language of 
feed buyers and feed milis. Top 
pay and fine future with large, ex- 
panding Chicago firm, leader in its 
+ Our organization knows of this 
ad. 


BOX 6431, ADVERTISING AGE 
100 E. Ohio St., Chicago II, Ill. 
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Advertising Age, March 11, 1946 
HELP WANTED 


REPRESENTATIVES AVAILABLE 


ASSISTANT EDITOR 

Publisher of vocational-educational 
material needs young man with pub- 
lishing and teaching experience. Ex- 
cellent opportunity for right man to 
grow with rapidly expanding com- 


ny. 
par yox 8035, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
WANTED. Artist capable air brush 
and lettering by established photo- 
engraving house in small viene 
city, located foothills of Blue Ridge. 
Box 8037, ADVERTISING AGE 


330 W. 42nd St., New York 18, N. Y. 


AGENCY MANAGER 
Experienced advertising man wanted 
to manage agency being formed. 
Prosperous southern area. Over half 
million advertising contracted. 

Box 8038, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y 


National Magazine Seeks 
MAIL ORDER COPYWRITER 


The man who gets this job will get a 
good salary to start with and will 
have a great opportunity to become 
an important circulation executive on 
one of the most famous, largest-cir- 
culation magazines in America, pub- 
lished in the East, near New York 
City. He will work under and have 
the help of a seasoned direct mail ex- 
pert, who will coach him and help 
him to sell subscriptions by mail for 
America’s favorite magazine. He must 
have imagination and writing talent, 
and an understanding of how to use 
words to influence thinking that will 
produce sales. This requires ability to 
hold a reader's interest and to create 
a powerful urge to order now. If he 
is under 35, rather than over, that 
will help. We want a college gradu- 
ate of good personality and a good 
mind. Unless you know you can write 
exceptionally well, please do not an- 
swer. Nothing short of a writer who 
can demonstrate outstanding talent 
will be considered. Toss your modesty 
in the waste basket for the moment, 
and write a direct mail sales letter 
about yourself that will force us to 
give you an interview. Tell us your 
age, education, experience and the 
salary you expect. If you have a 
spare snapshot of yourself, include 
that too. Your letter will be held in 
confidence if you so desire. NOW 
write one of the best letters you ever 
composed to 
BOX 6424, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. 


"ee Layout Artist 


who dislikes commuting 


This 4-A agency, located a night’s 
ride from Chicago, has room for an- 
other experienced artist, emphasis 
on layout and design preferred. If 
you have youngsters in school—or 
expect to have—here’s your oppor- 
tunity to raise them in a grand com- 
munity where you can live within a 
few minutes of your job. If you’re 
fed up with excess-pressure, here's 
your chance to do BETTER creative 
work—and get a better night’s sleep. 
You'll enjoy working on our ac- 
counts. No need to send a long let- 
ter—just a few samples (returned 
promptly) with a one-page note out- 
lining experience and earnings. Re- 
plies held in strict confidence. Box 
6432, Advertising Age, 100 E. Ohio, 
Chicago 11, Mlinois. 


ees 


TRADE PAPERS 
ATTENTION 


Two experienced space salesmen want 
to represent an established Trade 
aper in Midwest on commission 
basis. Must have good possibilities. 
BOX 6425, ADVERTISING AGE 
100 E. Ohio Street, Chicago 11, Ill. 


a 


[ee 


There must be an expanding organization 
wich can use to its advantage a man 
with executive advertising ability in cam- 
Paign planning, public relations and pro- 
motion. Five years with top agency, ex- 
dvertising manager, 28 years old. Out 
of Army and available on April |. Eager 
énd guaranteed to work! 


ork 18, N. Y. 


SAN FRANCISCO 

Top notch Sales and Advertising 
Man opening S. F. office desires rep- 
resent Mfr. of Display or other Ad- 
vertising Material, Trade Paper, 
Commission, 

Box 8039, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


POSITIONS WANTED 


Copywriter — yg. wom. mail-order 
exp.—N. U. adv. train.—creative abil. 
wants new opportunity in adv. 
Box 8027, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill, 


COPYWRITER 

who performs equally well in vari- 
ous fields and in the King’s English 
or the best American vernacular, 
wishes to change to dynamic Chi- 
cago agency. Now doing big read- 
ership copy for major national food 
account; other diverse accounts. Six 
years’ big-time agency success in 
copy, publicity, radio. University 
graduate. North Michigan Ave. pre- 
ferred, 5 day week. 

Box 8040, ADVERTISNIG AGE 
100 E. Ohio St., Chicago 11, Ill. 
ASSOCIATION EXECUTIVE 
desires assignment in Washington. 
Experienced in all phases of trade 
association activities; administra- 
tive parte relations, legislation, 
statistical research. Acquainted with 
Government bureaus and personali- 
ties. Able writer. Successful in re- 
bl erroneous “Government sta- 

stics.” 

Box 8041, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
Commercial Artist with practical 
background in production and sales, 
familiar with sources of supply in 
graphic arts field desires permanent 
position away from Chicago. 

Box 8043, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Circulation Mgr. Several yrs. exp. 
Trade and Gen. Int., Pub. Capable 
handling all ABC detail and promo- 
tion, corres., etc. 
Box 8046, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


Young lady with five years editorial 
experience offers service specializ- 
ing in biographies and brochures. 
Reasonable terms. 

Box 8025, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
MISCELLANEOUS 
NEED A HELPER? 

We're freelancing and can now 
take care of your product. Experi- 
ence in consumer and industrial ad- 
vertising. Art and production, too, 

if desired. Samples on request. 
Box 8044, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Office space desired with another 
ee SS or agen- 


cy. ° - 
Box 8045, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
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Hire a Veteran 
With a Future 
in Advertising 


* 


PROMOTION, merchandis- 
ing. Newspaper, agency 
exp. copy, research. New 
York, $3500. JH-235 


COPY, publicity, prod. Exp. 
with printer, newspaper & 
assns. New York, $3500. 

JH-236 
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ART, prod. layout, copy 
technical fields. New York, 


$3500. JH-238 


COPY, Metropolitan news- 
paper promotion, radio 
exp. PRO & LCI skipper. 
Chicago, $3500. JH-239 


* 


Write or Phone 
JOB HUNTER foday! 


A Free Service of 


Advertising Age 


100 E. OHIO $T., CHICAGO 11, ILL. 


Cuneo Press Buys 
First Paper Mill 


Chicago, March 5.— John F. 
Cuneo, president of Cuneo Press, 
and Hemphill, Noyes & Co., New 
York investment firm, have bought 
the Combined Locks Paper Com- 
pany, Wisconsin mill with a daily 
production capacity of 280,000 
pounds of lightweight printing and 
book paper and 120,000 pounds of 
ground wood. 

The purchase marks the en- 
trance of Cuneo into the paper 
manufacturing field. The develop- 
ment will facilitate the extensive 
research into all phases of print- 
ing which Cuneo plans under the 
direction of Dr. Fred Diwoky (AA, 
Jan. 7). 

The purchase was made through 
Combined Locks Paper Company, 
newly incorporated in Delaware 
with Raymond P. Fischer, Chicago, 
vice-president of Cuneo, as presi- 


dent. 

Mr. Cuneo said that the pur- 
chase was made largely because 
of the need for catalog and maga- 
zine paper. Principal magazine 
expected to be affected adversely 
is Reader’s Digest, understood to 
have a contract with Combined 
Locks for a large amount of its 
paper, 


59 
Amstel Beer to Hoyt 


Charles W. Hoyt Company, New 
York, has been appointed to 
handle the account of Amstel 
Brewery, Amsterdam, Holland, 
the U. S. representative Hubert J. 
Penn Jr. The first shipment in 
bottles and kegs is 
shortly. Briones & Co., New York, 
has been appointed metropolitan 
distributor. 


Phone for Appointment 
R. C. Whiteside 


EMPLOYERS SERVICE BUREAU 
ADVERTISING SPECIALISTS 


e 
For the past 22 years we have specialized in nation-wide 
placement of advertising personnel. Offices located in Chi- 
cago, Cincinnati, Cleveland, and Philadelphia. 


We Offer You 
Free Consultation with Our Advertising Experts 
At 6 No. Michigan, Room 1108 
Chicago, Illinois. 


State 4416 


Now at your Bookseller’s « 


OME new and rather startling slants on a subject of interest to every brow- 

bending advertising man. Answers such fascinating questions as—why doesn’t 
the client like the copy?—can men “write to women” ?—what makes women copy- 
writers such a pain in the neck anyway? And even—“why does my wife say ‘my house’ 
when I always say ‘our house’?”... Deep new psychological stuff about the sexes 
worked out in amusing every-day examples in and out of advertising. Written by a 
woman copy director who claims she’s spent 20 years in the advertising business with- 
out going crazy. We aren’t quite sure. One of the most entertaining books you ever 
read. Maybe it’s even practical. 


t Che 0. Woman. | 


HOW TO TELL THE GIRLS 


by Bj KIDD 


$2.00 


APPLETON-CENTURY 
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Paint, Varnish 
Group’s Ad Fund 


Drive Resumed 


Washington, March 6.—To en- 
courage its members to contribute 
to the cost of a three-year insti- 
tutional advertising campaign it 
plans, the National Paint, Varnish 
and Lacquer Association has pre- 
pared a 12-page illustrated bro- 
chure for the members, emphasiz- 
ing the need for the program. 

Naming 42 trade groups each 
currently spending $25,000 or more 
a year for profitable campaigns, 
the booklet calls attention to com- 
petitive products and other factors 
in asking that 75% of the associa- 
tion members agree to support the 
proposed $500,000-a-year cam- 
paign (AA, May 28, °45). 

Helps Small Firms Most 


The campaign is called essential 
to educating the public to resume 
the habit of painting regularly, to 
avoid “miraculous substitutes” for 


paint and finishes and to buy 
products competitive with products 
advertised as not requiring paint 
finish. 

The booklet emphasizes that ad- 
vertising expenditures are not a 
contribution but an investment; 
that co-op advertising will benefit 
the small manufacturer more than 
the large manufacturer; that 
“nothing short of a high class sus- 
tained and effective advertising 
campaign will do,” and that the 
drive is necessary because the con- 
suming public knows very little 
about paint and other finishes. 


Noxzema Resumes Price 


Special After 4 Years 


For the first time in four years, 
Noxzema Chemical Company, Bal- 
timore, will feature an introduc- 
tory special price for Noxzema 
skin cream in magazine, news- 
paper, and radio advertising. The 
product will be offered at 23 cents 
(plus tax) for the regular 35-cent 
jar, for a limited time only. 

Announcement of the _ special 


trial offer will be made on the 


CBS “Mayor of the Town,” broad- 
cast Saturdays, 8:30-8: 55 p.m., 
EST, and will be featured in ad- 
vertising in more than 200 local 
newspapers and quarter-page copy 
in 18 general magazines. Special 
interest publications, such as 
Army, Navy, baby, nurse, doctor, 
dentist, etc., may be scheduled 
later. Ruthrauff & Ryan, Inc., 
New York, is the agency. 


¥ Li - 
D’Sapeer’ Starts Drive 
Advertising of the deodorant, 
“D’Sapeer,” made by Bailey, Pri-|° 
hoda & Co., Kalamqgzoo, Mich., has 
been increased 60-70% for 1946. 
Copy featuring the use of the de- 
edorant in killing obnoxious odors 
throughout the house will be used 
in national magazines, and in trade 
publications in the beauty, hospital, 
dental and pet fields. Campbell- 
Sanford Advertising Company, 
Cleveland, is in charge. 


Comic Goes Bi-Weekly 


Captain Marvel Adventures, 
Fawcett comic magazine, has be- 
come a bi-weekly publication, said 


to be the first in the comic field. 


dollars are right off 


incomes in We Golden Crescent. And 


they’re only part of 


enjoyed year after year in the agricultur- 


ally rich states of The Golden Crescent 


—Michigan, Ohio and Pennsylvania. 


These farmers, who 


crops and live in close proximity to large 
markets, are accustomed to good year- 
’round incomes. And they believe in spend- 


ing money... as 


percentage of fully owned farms in this 
region—70.4%, as against a national aver- 
and by their investment 
in buildings—an average of $2,684 as 
/ against the national average of $1,707. 


age of 50.6%... 


onto FARMER ‘MICHIGAN FARMER 


See meee 5 


= 


the record of farm 


the record earnings There are 


only three 
FARMER, 


raise a diversity of 


evidenced by the 


The Golden Crescent 


Cows alone account for 
461,882,000 
of farmers’ income in 


The Golden Crescent! 


Yes, those 461 millions of milk-pail When they go to market, they buy adver- 
tised products which satisfy their truly 


urban taste for a high standard of living. 


three million farm folks in 


The Golden Crescent. And, without using 
any other advertising media, you can cover 
two-thirds of this lucrative market with 


publications—MICHIGAN 
OHIO FARMER and PENN- 


SYLVANIA FARMER. 


Here you have a large ready-and-able-to- 
buy market... 
your sales story thoroughly and economi- 
cally. These three farm papers, really read 


by farm folks in THe Golden Crescent, 


should be on your media list! 


and the means of telling 


RURALLY RICH—POLITICALLY POWERFUL 


Copyright 1946, Capper-Harmon-Slocum, Inc. 


PENNSYLVANIA FARMER 


Chicago's Admen 
Vote to Establish 
Local Ad Council 


Chicago, March 6.—Chicago ad- 
vertising interests moved toward 
establishment of a local “chapter” 
of the Advertising Council today, 
in a development which may serve 
as the pattern for similar “chap- 
ters” throughout the country. 

At a “mass meeting” of local ad- 
vertising interests presided over 
by Leo Burnett, agency president, 
about 150 admen approved a reso- 
lution offered by A. W. Sherer, 
vice-president of McCann-Erick- 
son, to the effect that the group 
declare itself in favor of main- 
taining a Chicago office of the Ad- 
vertising Council, and proceed to 
implement its decision through an 
organizing committee to be headed 
by Fairfax M. Cone of Foote, Cone 
& Belding. 

The Advertising Council already 
maintains a one-man office in Chi- 
cago, primarily to handle the radio 
allocation plan in this area, but 
the new organizing committee will 
explore the possibilities of raising 
$25,000 to continue this operation 
and to expand local activities to 
do two things: 

1, Cooperate with and assist 
the Advertising Council in im- 
plementing national campaigns on 
the local level. 

2. Duplicate the activities of the 
Ad Council in the national scene 
for the benefit of worthy local or- 
ganizations which, because they 
are local, do not come within the 
scope of national Advertising 
Council activities. 


Continuing Job Cited 


Only scheduled speaker at the 
meeting was James Webb Young, 
chairman of the Advertising Coun- 
cil, who reiterated his familiar 
theme that “the best public rela- 
tions is public. service,” and 
stressed the fact that the Adver- 
tising Council is now doing as im- 
portant and necessary a job as it 
ever did during the war. 

Recounting how John Snyder, 
reconversion director, invited 60 
leading figures in the Advertising 
Council to attend a two-day meet- 
ing in Washington last month at 
which seven top-flight administra- 
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tors explained their problems ang 
sought advertising’s assistance jp 
solving them, Mr. Young declareq 
that such instances demonstrate 
completely how advertising’s stat. 
ure and acceptance has grown. 
Voluntary operations such as 
those conducted by the Advertis. 
ing Council, under which skilleg 
advertising support is enlisted for 
non - controversial public - service 
campaigns, is not only deeply sat- 
isfying to those who cooperate, but 
is “good business” for advertising, 
Mr. Young insisted. Not only has 
it demonstrated an amazing ability 
to increase the respect for adver. 
tising among all groups in the 
population, but it has also given 
a new awareness of the world and 
its problems to those who have 
participated, and has thus made 
them better advertising men, he 
said. 


Radio Sponsors Go Along 


As an example of the willing- 
ness of business to go along with 
the public-service work of the 
council, Mr. Young reported that 
90% of all the radio programs that 
carried government war messages 
have subscribed to the council’s 
peacetime program for government 
and public service messages, He 
reported that the third series of 
anti-inflation ads, developed since 
V-J Day, have secured more wide- 
spread sponsorship than the two 
preceding series on this theme 
which were put out during the war. 

In a talk before the Chicago 
Radio Management Club this noon, 
Mr. Young also reported that since 
V-J Day advertisers have accepted 
80% of the individual messages 
the council has allocated to spon- 
sors, assuring more than 300,000,- 
000 listener impressions per week 
for such things as the reduce- 
accidents campaign and Brother- 
hood Week. 


‘Farmer’ Annual 
Figures Too Small 


The Farmer, St. Paul, was cred- 
ited with figures which did not be- 
long to it in the tabulation of farm 
publication advertising linage ap- 
pearing in the Jan. 21 issue of AA. 

During 1945, The Farmer carried 
a total of 439,139 lines of advertis- 
ing, compared with 430,936 lines 
during 1944. This amounted to 
560.1 pages in 1945, and 549.7 
pages in 1944. Commercial display 
advertising, exclusive of poultry, 
livestock and classified, added up 
to 373,046 lines in 1945, as against 


365,367 in 1944. 


majority of Alabama’s 


boring 
Mississippi. 


we STING WITH PRIDE! 


URS WSGN's Superior Coverage 


This predominant fact assures sponsors their 
advertising story will be heard by the greater 


ures prove selling messages on WSGN effec- 
tively reach 56 of 67 counties in the state, 
augmented by numerous communities in neigh- 
states of Tennessee, 


Representatives of a Prospering Market 


bs 


THE BIRMINGHAM NEWS- 
AGE-HERALD STATION 


Represented Nationally by Headley-Read 


daytime listeners. Fig- 
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Radio Distribution 
Charfed by Areas 


New York, March 6.—To help 
radio and appliance manufacturers 
decide where and how to sell 
their products, Caldwell-Clements, 
Inc., has published “Distribution 
Areas & Quotas,” an analysis of 
distribution problems and com- 
pilation statistics breaking down 
the radio market by counties and 
other geographical areas through- 
out the nation. 

Caldwell-Clements, publisher of 
Radio & Television Retailing and 
Electronic Industries, estimates the 
number of U. S. radio homes to 
be 31,000,000, and estimates that 
there are 70 basic wholesaling 
areas in the nation for radio, ap- 
pliance and television marketers. 
Included with the 35-page study 
is a map showing the 70 distribu- 
tion areas, and radio production 


Glolite Names Three 


Glolite Corporation, Chicago, 
| subsidiary of Noma Electric Cor- 
poration, has named Tal Kaufman 
| to head of advertising and creative 
departments; Harold Kroloff as 
| Pacific Coast representative in San 
| Francisco, and Paul Shapiro to the 
Chicago sales force. 


Appoints Medbery 

William M. Medbery, for 25 
years with International Cellucot- 
ton Products Company, Chicago, 
has been appointed manager of 
syndicate sales. 


Braniff Names Niles 


Paul D. Niles, formerly traffic 
executive and director of résearch, 
has been named sales promotion 
— of Braniff Airways, Dal- 

Ss. 


Watson to Own Company 
Walter A. Watson, formerly sales 
promotion manager for Hoffman 
Radio Corporation, Los Angeles, 
has resigned to work full time with 
Hollywood Radio Transcriptions, 
which he incorporated to engage 
in package deal transcriptions for 
stations, agencies and sponsors. 


Elects B. L. Robbins 


B. L. Robbins, vice-president 
and director of General Outdoor 
Advertising Company, has been 
elected president of the Lexington 
Poster Advertising Company, Lex- 
ington, Ky. 


Ries Appoints Jacobs 

Iwan Ries & Co., Chicago tobacco 
retailer and wholesale distributor, 
has appointed the Jacobs Com- 
pany, Chicago, to handle its ad- 


| vertising. 


Norman Joins Webster 


K. J. Norman, recently released 
from the Army and formerly with 
the advertising department of Bur- 
roughs Adding Machine Company, 
Detroit, has been appointed adver- 
tising manager of Webster Electric 
Company, Racine, Wis. 


Joins ‘American Builder’ 


Harry D. Northrop, formerly in 
the advertising division of Inland 
Steel Company, Chicago, has been 
appointed to the research editorial 
staff of American Builder, pub- 
lished by Simmons-Boardman 
Publishing Corporation, Chicago. 


Aetna Names Fishman 


Philip Fishman has been ap- 
pointed sales manager of the still 
& sterilizer division, Aetna Scien- 
tific Company, Everett, Mass. 


“~*~ 
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Kimball Co. Buys Plant 


Miles Kimball Company, Osh- 
kosh, Wis., has purchased the fac- 
tory building of A. Streich & 
Brothers Company and will ex- 
pand its activities in the creation 
and mail order selling of unusual 
giftwares and personalized items. 


Proctor Appoints Two 

T. P. James and H. S. Perkins 
have been appointed assistant gen- 
eral sales managers of Proctor 
Electric Company, Philadelphia. 


Complete line of artists’ materials 
and supplies 
Artists’ Rubber Cement 


S S RUBBER CEMENT CO 
314 N. Michigan Ave., Cen. 3373, Chicago 1! 


and “sets in use” figures covering | 
the past 24 years. 


Total Is Conservative 


The 31,000,000 figure on radio | 
sets in use, the study says, is a’ 
more conservative and “safer” fig- | 
ure than the 34,000,000 figure re- 
ported by the National Associa- | 
tion of Broadcasters and used by | 
many in comparisons with pre- | 
vious years’ totals. | 

The book emphasizes that “until | 
a manufacturer has an adequate, | 
organized distribution, with his | 
brand on display in the dealer’s | 
store, his consumer advertising is 
asked to do an impossible job.” 
A large part of the study is de- 
voted to explanation of the! 
need for concentrating distribution 
within trade areas large enough | 
to permit one or more jobbers to 
make a reasonable profit handling 
a manufacturer’s line. 


Includes County Figures 


The statistical tables include: 
|. State-by-state figures on the 
number of radio homes, the per- 
centage these homes bear to all 
U. S. radio homes, and similar 
percentage relating the radio 
dealers in each state to the na- 
tional dealer total; 2. A_ similar | 
reakdown for each of the 70 
projected distribution areas; 3. 
Figures on the number of radio 
homes in each county in each dis- 
tribution area. 

Factors influencing immediate 
postwar selling, the channels of 
radio and appliance distribution, 
and a check-sheet of “do’s and | 
don'ts’ of distribution are also | 
featured in the study, which is | 
available at $10 a copy to manu- | 
facturers and their agencies. 


urphy to Collins Radio | 

Commodore John V. Murphy 
USN, deputy director of naval 
ommunications at close of the! 
var and now on terminal leave | 
Waiting action by the Navy re-| 
uring board, has been appointed | 
0 an executive position in the 
ales department of Collins Radio 
ompany, Cedar Rapids, Ia. 


inch Appoints Brick 


Frank R. Brick Jr., who has 
een with Finch Telecommunica- | 
lions, Passaic, N. J., for ten years, | 
as been appointed assistant to 
he president. 


EST TEXAS 


Invites Industry! 


Long and truly known as the “Raw 
Materials Capital of the World,” 
West Texas offers small size, under- 
industrialized progressive cities; raw 
materials and cheap fuel and power 
reserves; all-year ideal working con- | 
ditions and pure American-born white 
citizenship. 
Investigate West Texas’ Industrial Advan- 
tages. Wire or Write: 


WEST TEXAS | 
Chamber of Commerce 


Headquarters office: Abilene, Texas 


| 
| 
| 


tract one out of every five grocery stores . . 


Add a population the size of Milwaukee's . . . sub- 


. and 


you'll have an idea of changes that have taken place 


in New York City since the 1940 U. 


S. Census. 


How many families in New York today? In what 


districts do they live? How many grocery, drug and 


liquor stores? Where are they located? 


Every manufacturer, retailer and advertising 


agency must know the answers to questions like these 


if they are to sell New York most effectively. 


The answers are given in the new 1945 Census of 


New York by The New York Times. 


To get the facts 


The Times Research Staff traveled 4,500 miles of city 
streets, combed through stacks of statistics, tabu- 


lated, analyzed, checked and re-checked. 


Now the result of those months of work is avail- 


able in a compact, easy-to-use book—“Blueprint for 


Sales.” Copies will be supplied without charge to 
interested executives. Write or call The New York 
Times Advertising Department, Times Square, New 


York 18; LAckawanna 4-1000. 
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Druggists Attack 
Health Bill with 
8 000,000 Leaflets 


Wholesalers Urge 
Stores to Issue 
Copies to Customers 


New York, March 7.—Members 
of The National Wholesale Drug- 
in cooperation 
with the National Physicians Com- 
mittee for the Extension of Med- 
ical Service, have ordered more 
than 8,000,000 copies of ‘Political 
Medicine,” a pamphlet which at- 
tacks the Wagner-Murray-Dingell 
health insurance bills, and are is- 
suing them to retail drug stores 


gists Association, 


for distribution to the public. 


The leaflets are published by the 
Committee 


National Physicians 


|and are supplied to the wholesal- | 


‘ers without charge. The NWDA 
has been promoting the leaflet 
|campaign against the bill by urg- 
ing its members to order copies 
and to see “that this whole subject 
of socialized medicine be discussed 
in their sales meetings so that 
‘their salesmen can _ intelligently 
present the leaflets to their retail- 
ers, and they, in turn, to their 
cusomers.” 

The NWDA suggests a minimum 
of 200 copies for each retail store. 


Bills Under Fire 


The bills (S1606 and HR 4730) 
provide for grants-in-aid to states 
to provide treatment and control 
of venereal disease and tubercu- 
losis and the extension of the Pub- 
lic Health Service; an extension 
of maternal and child health serv- 
ices through grants-in-aid to 
states; grants - in - aid to states to 
provide medical care for the needy; 
health services for all Social Se- 
curity beneficiaries and all of 
their dependents; and federal 
funds to subsidize medical re- 
search and education. 


The last two provisions of the 
bills are those under principal 
fire. The National Physicians Com- 
mittee, with headquarters in Chi- 
cago, is not connected with the 
American Medical Association, 
although it is supported by and 
cooperates with the AMA. 

Funds for the activities of the 
committee come largely from drug 
manufacturers, with some con- 
tributions from individual physi- 
cians, medical societies, insurance 
underwriters and other interested 
members of business and indus- 
try. 


Fear Regimentation 

“Political Medicine” says that 
the provisions of these bills and 
President Truman’s message to 
Congress on Nov. 19 urging such 
legislation “are more compre- 
hensive and more far-reaching 
than any government medical care 
program ever attempted in any 
country with the possible excep- 
tion of Russia.” 

The leaflet says that the bills 
would require “300,000 lay bureau- 
crats to administer this system of 


politically distributed medical 
care,” and compares the proposed 
practices with Germany under 
Hitler. “In Nazi philosophy,” the 
pamphlet says, “your race and pol- 
itics mattered far more than your 
brains and talents. Without doubt 
a similar condition would develop 
here under a system of politically 
distributed medical care.” 

The leaflet is illustrated with 
cartoons, one page captioned 
“When the Government ‘Social- 
izes’ Medicine” shows a sequence 
running from the time a telephone 
call is placed asking “Send a doc- 
tor, quick,” through a series of 
filling out and processing of num- 
bered forms by a “U. S. Bureau of 
Political Medicine,” down to 
arrival of a doctor five days later 
while funeral services are being 
held. 


Called ‘Medical Dictator’ 

The powers given to the Surgeon 
General under the bills are char- 
acterized as those of a “medical 
dictator” and the bills themselves 
would “destroy our system of pri- 
vate medical practice,” according 
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Promotion men should 


spend their business lives 


‘ 


| Research for facts or for promotion? 


SEVERAL PROMOTION MEN TELL vs that they are Goncerned about some 
remarks made recently by Dr. Vergil D. Reed, associate research direc- 
tor, J. Walter Thompson Company. He said, with amplification, that 
media research should not be dominated by promotion as an objective. 


remarks. He was merely pointing out the danger that for some years has 
threatened the credibility of sound publisher research. 


For several years, Priters’ Inx has employed field investigators who 


}tude toward media promotion. They have uncovered a widespread 

epticism among advertisers concerning quite a few media surveys. | 
say skepticism rather than disbelief because most advertisers don’t 
question the honesty of the figures or the research methods. Rather, 


— concerns the breadth and direction of the surveys. "J 
It is too bad that they apply this skepticism not only to research 


be concerned, but not about Dr. Reed’s 


interviewing P. I. readers about their atti- 


that deserves it but occasionally to some that doesn’t. If prospects 
are meeting media research, no matter what the source or purpose, 
with a questioning attitude, then the value of a great deal of thor- 
ough, honest, broad-gauge research is being discounted to some 
degree. And that should be a matter of considerable concern to those 
media people who are doing sound research jobs and are willing to 
let the chips fall where they may. 

Our investigators find very little skepticism toward certain types 
of research. One of these, for example, is the pantry-type survey 
conducted by several newspapers. 


be Advertisers feel that these’ are unprejudiced because they are 
planned to emphasize the competitive value of any single medium. Such 


ashe advertisers tell us, 


an important group of people. 


Also, say the advertisers, 


thoroughly and the advertiser receiving one of these survey reports 
knows just how far the research went and can draw his own conclusions: 
as to the breadth and validity of the findings. 4 


This is an important point. Again and again advertisers tell us th 


they have two objections to 


that the statistical information does not justify the broad conclusions: 
drawn. Statistically minded advertisers are smart enough to find the’ 
flaws in the bad reasoning, but the) resent having to look for them. : 

They also tell us that research material is often presented without a 
sufficient explanation of its base. I would say, therefore, that it is essen- 
tial that any research report issued by a medium give a full explanation 
of the method used in gathering the figures, of the size and nature of the 


sample. 


Every year media conduct important and significant research projects. 
Some of these have broad marketing implications. Others, although 
frankly competitive, give the advertiser a clear picture of some phase of 
a medium’s policies or qualities. It is too bad that unsound research, 
based on loaded questions or stacked cards, helps to dissipate some of 
the belief of advertisers in sound media research. 


I agree with Dr. Reed. 


research has promotion values. But when a publisher sets up a research 
project, solely with promotion in mind, and twists the facts and the 


methods of research to his 


publishing nor the field of research any good. 


ve a cross-section of the buying habits 


the method of senbiick is always explaine 


a lot of media research material. The 4. 


Media research is important. Good media | 


purposes, he is doing neither the field of | 


{ 
Mt aniher 
President and Publisher. J 


mete. 5 Smeal 


CCURACY is, and always will be, 
the Golden Rule for any sound 
marketing research program. That’s 
why, as far back as 1930, when the 
Cleveland Press pioneered the first 
Pantry Shelf Inventory, Scripps- 
Howard Newspapers adopted a strict 
policy on research studies that 
“allowed the chips to fall where they 


+b) 


may. 


Based on scientifically accurate 
samples, our papers report honestly 
and without reservation all the facts 
as they find them—regardless of 
whether such facts might prove em- 


barrassing. 


The opinions expressed by Dr. 


Vergil Reed and Mr. 


Larrabee of 


Printers’ Ink Magazine are correct. 


Media research has its greatest pro- 


motional value when it performs an 


unselfish service for advertisers. If 


accurate and usable, it needs no em- 


bellishment or special pleading. 


SCRIPPS-HOWARD NEWSPAPERS 


NEW YORK . . .World-Telegrom COLUMBUS ...... Citizen pees ee) DENVER. . . . Rocky Mt.News EVANSVILLE... 1.5 Press 
CLEVELAND. ...... Press CINCINNATI. ..... Post . =: BIRMINGHAM ..... Post WOUSTON. .. 1. 2 ees Press 
PITTSBURGH. ...... Press KENTUCKY ......-. Post MEMPHIS . . Commercial Appec! FORT WORTH... . . + Press 
SAN FRANCISCO . News Covington edition, Cincinnati Post MEMPHIS . . . . Press-Scimitor ALBUQUERQUE .. . . Tribune 
(NDIANAPOLS. ..... Times KNOXVILLE . . . News-Sentinel WASHINGTON. ..-... News EL PASO ..... Herald-Post 
NATIONAL ADVERTISING DEPARTMENT - 230 PARK AVENUE~ NEW YORK CHICAGO = SAN FRANCISCO —Es«éOPBETROIT MEMPHIS = PHILADELPHIA 
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to the leaflet. 

Opposing the policies of the Na- 
tional Physicians Committee and 
the AMA is the Physicians Forum, 
an organization of doctors headeq 
by Dr. Ernst P. Boas. The forum, 
in a pamphlet published last year, 
called for public support of the 
Wagner-Murray-Dingell bills. 

The forum’s pamphlet, “For the 
People’s Health,” states that more 
than 600,000,000 work days were 
lost because of illness in 1943, “If 
every man and woman who works 
got complete medical and hospital 
care under a system of health in- 
surance, much of this lost time 
could have been saved,” it says. 


Argumcst in Profession 


The pamphlet cites an AMA 
estimate that families with in- 
comes under $3,000 need help to 
meet their medical bills and says 
that “this meant more than 70% 
of the American people in 1942, a 
prosperous year.” 

A direct attack upon the Na- 
tional Physicians Committee leaflet 
is made by the Physician’s Forum 
pamphlet which says: 

“The calamity howlers who 
shriek political medicine, social- 
istic medicine, even dare invoke 
the Four Freedoms. One little 
leaflet handed out all over the 
country warns the people that in 
seeking ‘freedom from want’ 
through the Wagner-Murray-Din- 
gell bill ‘it may well develop that 
you will have to confer with your 
ward political leader about the 
choice of a doctor or a hospital in 
the event of illness.’ 

“That’s not true! It is completely 
false. Under this bill you will not 
have to get health treatment from 
a government agency or confer 
with a politician. You will choose 
your own doctor and your insur- 
ance will pay your doctor bills. 
This bill is a real step toward the 
Four Freedoms.” 

Preceding the National Physi- 
cians Committee in the campaign 
against national health insurance 
was the Committee to Uphold 
Constitutional Government, one of 
whose principal sponsors is pub- 
lisher Frank E. Gannett, which in 
1939 worked in cooperation with 
the Physicians Committee for Free 
Enterprise in Medicine. On Nov. 
18, 1939, the National Physician's 
Committee was formed, according 
to some sources, because “free 
enterprise in medicine” seemed 
less effective than the new organ- 
ization’s title. 

This committee has worked 
jointly with the Gannett committee 
as well as in cooperation with the 
AMA. Its statement of functions 
says that it is “an independent or- 
ganization of physicians. Its plan- 
ning and operations are performed 
within the framework of the policy 
findings and the decisions of the 
American Medica! Association’s 


House of Delegates.” 
| AMA Backs Movement 


The AMA House of Delegates 
has passed a resolution to “register 
our approval of the activities of 
the National Physicians Commit- 
tee” and “to commend the board 
of trustees.” Many county and 
state medical associations have 
taken similar action, and some are 
reported to assess their members 
for contributions to the NPC. 

Its income in the 12 months end- 
ing 1944 was $263,644, mostly from 


FOR POSTWAR PLANNING 


We can clip all, or typical, spe 
mens of advertisements and editor 
articles on postwar themes. Ma 


issue files of most business pape 


Write for Booklet No. 20, “How Bus 
ness Uses Clippings” that shows h° 
manufacturers and their advertis!” 
agencies use this service. 


BACON’S CLIPPING BUREAU 
“PAPERS TAC ravens TAC wacazins 


221 N. LASALLE $T., CHICAGO 1, Ht 
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manufacturers. Some of this was 
spent in advertising, some in pro- 
duction of pamphlets such as “‘Po- 
litical Medicine.” No figures are 
available on more recent income, 
but the figure is reported to have 
grown substantially. 

A letter from F. C. Mann, of the 
surgical-medical supply committee 
of the NPC, on March 30, 1945 was 
addressed to manufacturers of 
medical and surgical supplies, and 
asked contributions on the basis of 
sross income of the company. 
Companies grossing below $100,- 
000 were asked to contribute not 
less than $50; those making $100,- 
000 to $200,000 to send $100; and 
so on, pro-rated on a basis of $1 
per $1,000. 

Similar fund arrangements are 
reported to have been requested 
from drug manufacturers. 


CALIFORNIA DOCTORS 
START HEALTH DRIVE 


San Francisco, March 5.— De- 
signed to boost voluntary health 
and accident insurance plans, a 
state-wide newspaper advertising 
campaign will be sponsored by the 
California Medical Association for 
the California Physicians Service. 
Campaign plans call for the use of | 
100 inches of advertising in every 
newspaper in California. 

An initial 10-inch ad is scheduled 
to appear in the next 30 days. This 
will probably be followed by a| 
series of 10-inch ads. Copy will | 
advocate all forms of voluntary 
health amd accident insurance 
plans and offer the Voluntary 
Health and Insurance Plan of the 
California Physicians Service. Ads 
will be signed by the California 
Committee for Voluntary Health 
Insurance. 

The promotion will be handled 
by Clem Whitaker of Campaigns, 


Inc., San Francisco. 


Frozen Food Mag Has 
Adless First Issue 


Frozen Food Merchandising, 
published by Food Merchandising 
& Publishing Co., New York, made 
its appearance this month as an 
adless magazine. The decision to 
bring out the first issue without 
making any bid for advertising 
was made “because of the highly 
competitive nature of the growing 
frozen food field,” the publisher 
stated. 

In digest format, 54%x8% in- 
ches the publication claims a com- 
bination paid-controlled circula- 
tion of more than 10,000 per issue 
(monthly), principally to specialty 
frozen food stores, department 
stores with food units, supermar- 
kets, chains, locker plants with 
retail operations, and wholesale 
grocers and specialty frozen food 
distributions. Lewis T. Bolger is 
editor: George V. Hamilton, busi- 
ness manager; H. M. D. Carter, as- 
sociate editor; and Paul H. Ham- 
ilton, circulation manager. 


Tenants Advertise 


The Business Tenants Council, 
Inc., 450 Seventh Ave., New York, 
recently formed by business men 
to support retention of rent con- 
trol laws until the emergency is 
ended and to represent members 
in future disputes between build- 
ing owners and maintenance em- 
ployes, is soliciting 10,000 new 
members with ads appearing in 
the Daily News Record, Law Jour- 
nal, New York Journal of Com- 
merce, Wall Street Journal, and 
Women’s Wear Daily. 


— 


BUREAU 


—— 5 


The Magazine that Keeps| 


RADIO TECHNICIANS 


Best Informed 


Circulation 57,394 
Net Paid A.B.C. 
*" RADIO-CRAFT 
25 WEST B/WAY, NEW YORK 7 


Harry Simmons’ 
New Sales Book 
Filled with Ideas 


New York, March 6.— Inspira- 
tional sales managers who are run- 
ning dry on material for their 
Monday morning pep sessions will 
find a gold mine of cliches in 
“Practical Sales Management” by 
Harry Simmons, who recently re- 
signed as director of sales educa- 
tion and trade relations of Calvert 
Distillers to open his own organ- 
ization. (Prentice-Hall, $5.) 

Mr. Simmons has been a prolific 
writer of the “Eight Points Worth 
Remembering” and “Ten- Com- 
mandments for Management” type 
of sales help articles appearing in 
the sales and advertising methods 
papers. He also reads with a 
sharp razor. 

His book, therefore, is replete 
with clippings and quotations from 
most of the nation’s authorities on 


sales management and research. It 
is also filled with photographs of 
visual aids, applications for sales 
jobs, and sample pages from Sears, 
Roebuck and Montgomery Ward 
catalogs. 

The very wealth of illustrative 
material will make it a useful idea 
stimulator for the busy sales ex- 
ecutive who has neglected to keep 
his own scissors busy. 

Particularly good are the pro- 
vocative chapters on market, prod- 
uct, consumer and sales research 
which contain a number of out- 
lines useful as jumping-off points 
in planning work of this character. 


Trailer Show Opens 


Trailer Coach Manufacturers 
Association, Chicago, will sponsor 
its eighth national trailer coach 
show at the Coliseum, March 16-24. 
Improvements in exterior and in- 
terior design in the 1946 trailers 
will highlight the exhibit of over 
100 models, and operation of a 
completely equipped trailer coach 
park will be demonstrated. 


Get New G-E Posts 


Emerson Markham, associated 
with the General Electric broad- 
casting for 20 years, has been ap- 
pointed manager of television. He 
will continue as manager of the 
company’s frequency - modulation 
station, WGFM, and in charge of 
farm and science broadcasting. Mr. 
Markham succeeds Robert L. Gib- 
son, who has been named adver- 
tising and sales promotion man- 
ager of the new chemical depart- 
ment. 


Names Klingensmith 

Verd - A- Ray Corporation, To- 
ledo, has appointed H. M. Kling- 
ensmith Company, Canton, O., 
agency, to handle advertising for 
Verd-A-Ray, Penetray and insect 
repellent lamps. 


Ad Execs Elect 


R. H. Carson, advertising man- 
ager of the Raleigh News & Ob- 
server, was elected president of the 
Carolinas’ Advertising Executives 


Association at its annual midwinter 


63 


meeting in Chapel Hill, N. C. 


iC. W. Patterson of the Enterprise 


High Point, N. C., and Lee Rickard 
of the Mail, Anderson, S. C., were 
named first and second vice-presi- 
dents, respectively. 


Join Canadian Magazine 

Walter H. Reeves, formerly 
space buyer of J. J. Gibbons, To- 
ronto, has joined the National 
Home Monthly’s advertising staff 
in Toronto. Mr. Reeves will look 
after part of the Toronto territory 
as well as western Ontario points. 
William Wallace, previously with 
Holliday Publications and Cana- 
dian Engineering Publication, has 
been named Montreal manager of 
the advertising staff. 
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FIRST SOFT DRINK to sell the youth market in 
comic magazines was Royal Crown Cola. The 
"Adventures of RC and Quickie" are now playing 
their third season to an audience of over 21 
million youths...in full page, full color. 
Note how RC's "Best by Taste—Test" theme is 
tied in by statements of western movie stars. 


a. 


"GLASSY" PICTURES do 


+55; 
Ca Ed 


a real job of selling the 


usefulness and beauty of mirrors and glass to 
people who plan to build, buy or redecorate a 
home. This campaign for Pittsburgh Plate Glass 
Company in national magazines is right up at the 
top in readership ratings...and thousands of 
requests for the free booklet are pouring in. 


BATTEN, BARTON, 


NEW YORK * 
MINNEAPOLIS 


BOSTON * BUFFALO * 
* SAN FRANCISCO 


* HOLLYWOOD * LOS ANGELES * 
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DO MEN IN CLOTHING ADVERTISEMENTS have to look 


DURSTINE & OSBORN, Ine 


Advertising 


HICAGO * CLEVELAND * PITTSROURGCH 


DETROIT 


like store dummies? Not necessarily—good 
fashion can be presented on models that look like 
human beings...chaps other fellows want to look 
like. The current series for Hart Schaffner & 
Marx demonstrates how it can be done. 


AVERAGE 


HOW WELL EDUCATED? 


INCOME PER FAMILY TODAY ? 
WHO DOES THE BUYING ? 


HOW MANY NEW HOMES NEEDED? 


THE U.S.? 


D 1943? 


WHAT'S THE AVERAGE INCOME PER FAMILY TODAY? How 


large is this family? In what 


important ways ha 


it changed recently? "Your Target," a new BBDO 


booklet, gives the latest ans 


wers to these and 


hundreds of other questions about today's 


markets. All material is authentic, up-to-date. 


Write us if you'd like a free copy. 
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Reynolds Pen Co. 
Makes $3,750,000 
in Two Months 


(Continued from Page 1) 
around a $1,000,000 counterclaim 
against Reynolds. The legal situ- 
ation has, in fact, become very 
complicated, with court action of 
various kinds now in progress on 
both coasts. 


Meanwhile, They’re Busy 

Meanwhile, in the former tennis 
court and clubhouse on North 
Fremont St. here, Reynolds ex- 
ecutives are wrestling with the 
problem of how to boost their out- 
lets from the present 50,000 to 
more than 100,000. 

As one step, Reynolds has an- 
nounced a $33,500 window display 
contest for dealers and distribu- 
tors, with 10 $1,000 prizes and 
780 other cash awards offered for 


displays appearing in March. All 
|qualified entrants will receive a 
$12.50 Reynolds pen as a _ per- 


| sonalized gift from Mr. Reynolds. | 


In addition, the company has 
mailed out brochures to no less 
ithan 425,000 other retailers in the 
country. 
the pens into stores that have 
never before sold pens. The circu- 
jlars have gone to all drug, hard- 
|ware and jewelry stores, gift 
|shops, book stores and to thou- 
sands of crossroads stores all over 
\the nation. 


Advertising in Newspapers 


| 

The advertising plans also call 
for a marked shift. 

“We are going into an ad drive 
in the next six months that is 


probably very unusual,” Mr. 
Lamb said. ‘Most of our adver- 
tising after March will be in 
|newspapers. Our national and 


local advertising will be placed in 
newspapers on the theory that 
direct response can best be ob- 
tained through institutional and 
direct selling copy placed through- 
}out the nation.” 


Reynolds wants to put) 


In addition, Reynolds pens will 
be given away on all radio pro- 
'grams which give away merchan- 
‘dise. But Mr. Lamb carefully laid 
| to rest rumors that he will sponsor 
j|any packaged radio show, includ- 
|ing one weekly’s recent report that 
“Luncheon with Lopez” will be 
sponsored by “Reynolds Metals 
Company, maker of the new 
Reynolds pen.” 


Magazines Cut Off 

The campaign in national maga- 
zines will be reduced to insertions 
in Time “about every week.” 
“Temporarily” suspended will be 
the company’s drive in The Amer- 
ican Weekly, Collier’s, Look, the 
Metropolitan Group, Newsweek 


and-white insertions have ap- 
peared in these and in Time for 
two months, and full-page four- 
color ads will appear in March in 
all of these except Newsweek and 
Time. Maxon, Inc., Chicago, 
handles the account. 

The advertising plans are 
handled by Mr. Lamb, who for- 
merly was advertising manager of 


and This Week Magazine. Black-| 


|R. H. Macy & Co. in New York 
and ad director of Gimbel’s de- 
partment store in Philadelphia— 
although he emphasizes that 
nothing ever really happened to 
him after he left Vineland, N. J., 
his home town. (In his office is 
a large mural map of the world, 
with only one word on it—Vine- 
land.) 

The Reynolds- Lamb team de- 
veloped several years ago to mar- 
ket a device that prints window 
and counter signs. 


Much Co-op Copy Planned 


The company is also consider- 
ing plans for advertising exten- 
sively in Canada. A branch fac- 
;tory has been set up in Oshawa, 
Ont., and others may be set up 
overseas. Mr. Reynolds will soon 
leave on a world tour to seek for- 
eign outlets in Europe, Asia and 
Africa. Sales abroad have totaled 
$500,000 since Jan. 1. 

Mr. Lamb was unable to esti- 
mate how much the company will 
spend in advertising this year. He 
said expenditures so far have been 
| gauged to about a $1,000,000 cam- 


HRIMEING 


WAGYSY 


ORANGE-CRATE HAT! 
German U-Boats off Halifax con- 
cealed their periscopes beneath 
orange crates. But there’s no con- 
cealimg the fact that the rate of 
Thrilling Group is the lowest of 
any magazine reaching the mass 


market — only $ 


per page per thousand circulation ). 


HORSE-SHOE TOMBS! U. S. forces attacking at 


Okinawa were relieved to find that stone struc- 


At one time 


1,500 a page (72¢ 


tures shaped like horse-shoes were ancestral 
tombs, not gun emplacements. Advertisers at- 
tacking the mass market will be glad to know 
that Thrilling Group offers 2,075,347 ABC cir- 
culation, It is all newsstand sales—no premiums. 


THRILLING 
GROUP 


‘The Men's Group of Fiction Mag ) ‘. 
10 E, 40mm ST, NEW YORK 16, N.Y. 


OCEAN TRAGEDY! Low visibility caused one of the 
worst ocean tragedies when the Queen Elizabeth cut 
in half a British light cruiser which was convoying 
her. One of the greatest benefits to advertisers in 
Thrilling Group is the high visibility of advertise- 
ments which practically doubles their effectiveness. 
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paign for a year’s time, but de- 
velopments have occurred so rap- 
idly that the budget may vary 
considerably from that figure. He 
indicated that the newspaper cam- 
paign will provide for 50-50 deale; 
co-op advertising. At the same 
time, he estimated that in De- 
cember retailers alone spent be- 
tween $2,000,000 and $3,000,000 +, 
promote the pen. 


Plan to Spend $3,000,000 More 


In this connection, it is inter- 
esting to note the current claim 
by Eversharp and Eberhard-Fabe; 
—made in a court suit filed against 
Ball Pen Company in Los Angeles 
two weeks ago—that they “have 
spent millions in advertising and 
planned to spend $3,000,000 more 
this year to market the ‘Atomic 
Age’ fountain pen”—a ball-bearing 
pointed pen promised by the two 
companies since last summer. 

Eversharp and Eberhard-Faber 
were joined in their suit by Eter- 
pen Sociedad Anonima Financeriag 


of Argentina. This is the company 
'that makes the ball-bearing pen 
|invented by the Hungarian jour- 
jnalist Biro who emigrated to 
|Argentina and started the whole 
| tangle. Mr. Reynolds learned 
‘about Biro’s pen on one of his 
|many extensive airplane junkets, 
‘hurried back to the U. S. and re- 
'designed it to get his own patents. 
| Macy’s in New York has now 
\introduced the Birome pen at 
'$19.98, having picked up the pen 
from a South American distribu- 
tor. This version has an “air flow 
| speed,” a retractable point and will 
do all the tricks the Reynolds pen 
does, except possibly write under 
water, if anyone cares. 


Eversharp Plans Uncertain 


| Eversharp, which will market 
ithe pen to be made by it an¢ 
| Eberhard-Faber, thus far has not 
‘run ads in national media, and it 
|is understood the plans are still 
being worked over by its agency, 
|the Biow Company, New York 
| The Eversharp pen, which will 
probably be called the “Repeater” 
rather than “Atomic Age,” will 
differ somewhat from the Birome 
|pen. It is not expected out for an- 
‘other month at least. 

Eversharp, incidentally, has ap- 
pointed Steve Hannagan Asso- 
ciates, New York, and Mitchell 
|McKeown Organization, Chicago. 
to handle its public relations, and 
|Reynolds has named Car] Byoir & 
Associates, Chicago, to handle its 
publicity. 

Much has been said, in private, 
about the merits of the revolu- 
tionary Reynolds pen. Consumers’ 
Research in its current issue takes 
the pen apart, figuratively as well 
as literally, to denounce Reynolds’ 
| Satin-flo “ink” as “a very fugitive 
| dye—so fugitive indeed that it 
| would seem that the greatest use- 
\fulness of the pen might be for 
| persons who have reasons for 
| wishing their writings to fade out 
|rather quickly in case they should 
be exposed to light.’”’ It also as- 
|serts that the pen writes unevenly. 


ie Returns Only 3% 

| Mr. Lamb hopes to counteract 
this article with a report on Satin- 
\flo by Armour Research Founda- 
tion, which shows that the Rey- 
inolds “ink” fades very slightly 
| when exposed to two weeks’ sun- 
light, compared with “slight fad- 
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ing” by Shaeffer’s Skrip, “very | 


slight fading” by Parker’s Quink 
and “no visible fading” by Par- 
ker’s “51.” 

Users have also complained that 
the Reynolds pen does not write 
heavily enough, or writes a series | 
of dots, or leaks, or all three. To 
this Mr. Reynolds answers that 
some defective pens have reached 
the market and that, despite the 
fact many were bought for gifts, 
returns have been only 3% of 
sales. Mr. Reynolds also observes 
that Gimbels in New York is now 
ceiling its second hundred thou- 
sand pens. Distributors and deal- 
ers in Chicago indicate that their 
returns have averaged no higher 
ihen on other pens. 


The Tennis Court Hums 


In the face of these rumors, and 
others used by competitors hinting | 
that Reynolds will not protect the | 
$12.50 price despite its suits in| 
Philadelphia and Los Angeles to | 
prosecute fair-trade violators, Rey- 
nolds executives are sitting smugly | 
on their production and marketing | 
record and are trying to make) 
their cramped quarters do as. 
events carry them on. 

They have recently had to dis- | 
illusion one gentleman who wan- |! 
dered in all prepared for a set or 
two of tennis. They have had the | 
problem of cutting down theft of | 
the pens. Several hundred pens | 
which Mr. Reynolds had inscribed, | 
“Stolen from Milton Reynolds,” , 
intending to hand them out at/! 
a meeting of retailers, showed up| 
for sale at half price. | 

Just today Mr. Reynolds pulled | 
two factory girls away from their | 
regular work to start a writing | 
marathon to discover how long | 
the pen will write without running 
dry. He expects the girls will 
turn out something more than | 
5,000 pages of the “Write on the| 
ball, Reynolds Pen” slogans with 
the sealed pen. 

Mr. Reynolds, who also heads 
the Printasign Corporation of 
America, recently authored “Hasta 
la Vista,” a little book on Latin 
America. He commutes fairly 
regularly between his office here 
and his home in Mexico City. 


STRATFORD FAIR TRADES 
New York, March 6.—Stratford 
Pen Corporation has announced 
that the $1 retail price of its 
Regency fountain pen is being 
fair traded by law in all states 
in which permissive legislation 
has been enacted, to assure protec- | 
tion for its dealers, 


Continental Can 
Elects New Officers 


T. C. Fogerty, formerly general | 
manager of Continental Can Com- | 
pany’s eastern division, has been | 
elected vice-president in charge of | 
sales. Paul E. Pearson, formerly | 
vice-president in charge of equip- | 
ment development and research, 
was named vice-president in| 
charge of operations and was suc- 
ceeded by Allen M. Cameron, for- | 
mer general manager of equipment | 
development and manufacture. 


WHY EVERYBODY'S GETTING 
HIGHER OCTANE GASOLINE 


To produce 100-octane gas for the war's 
aviation program, the refining industry 
created catalytic cracking facilities that 
could not be tuned down to produce less 
than GO-octane. 

Now all refineries must fall in line to 
produce the higher octane gas or fall be- 
hind in the race for peace-time business. 

The fact that you are getting gasoline of 
a much higher octane than the prewar 60 
means a $3 billion market for equipment. 
Ask our nearest representative. 

PETROLEUM REFINER 
Houston New York Cleveland 
Chicago Tulsa los Angeles 


one 


Joins Millburn Mills 


Carlton A. Slocum, vice-presi- 
dent in charge of sales for the 
Chicopee Sales Corporation, New 
York, textile division of Johnson & 


| Johnson, on March 15 will join 


Millburn Mills, Inc., New York, as 
executive vice-president. 


Bernstein to Teach 
U. of C. Ad Course 


S. R. Bernstein, editor of Ap- 
VERTISING AGE, will teach a course 
in advertising theory and practice 
to be offered by the University of 
Chicago College during the spring 
quarter, March 26 to June 14. In- 
tended for persons engaged in 
marketing, advertising and sales 
promotion work, and particularly 
for junior and senior executives 
who are not advertising experts, 
the course will emphasize social 


and economic aspects of market- 
ing. 

The class will meet Tuesday and 
Friday evenings. Further infor- 
mation is available from the Uni- 
versity College, 19 S. LaSalle St., 
Chicago. 


Sponsors ‘Lone Ranger’ 


Lewis Food Company, Los An- 
geles, maker of dog and cat food, 
will sponsor the “Lone Ranger” 
serial for a year beginning March 
25 over the full ABC Pacific Coast 
network. 


MacPherson to Wellman 


Malcolm MacPherson, formerly 
advertising and promotion director 
of WFIL and special radio adviser 
to the GOP in the last presidential 
campaign, has joined Wellman Ad- 
vertising Agency, Philadelphia, as 
account executive. 


Forms Radio Firm 


Paul Manning, with Sperry Cor- 
poration, New York, and its affili- 
ates (Sperry Gyroscope Company, 
Vicker’s Inc., and Ford Instrument 
Company) as radio consultant and 
commentator, has formed Paul 
Manning & Co., with offices at 29 
W. 57 St., New York, to produce 
packaged radio shows. Officers are 
Mr. Manning, president; John 
Babb, formerly with NBC; vice- 
president and general manager, 
John Babb Jr., secretary, and J. E. 
Sherrard, press information and 
research counsel. 


Splits Publications 


65 


Canadian Stationer, which retains 
the standard format, and Canadian 
Bookseller, which is pocket-size. 


Safeway Buys Show 


Safeway Stores, Oakland, Cal., 
has purchased “The Count of 
Monte Cristo” KMJ-Don Lee 
drama, for its product, Mrs. 
Wright’s bread, The program is 
aired Tuesday evenings, 8 to 8:30 
p.m., PST, over the full Don Lee 
network. 


Bookseller & Stationer, oldest 
business paper produced by Mac- | 
lean-Hunter Publishing Company, 
Toronto, is now appearing as two 


separate monthly publications: | 


THE LETTER SHOP 


431 S. Dearborn St., Chicago 5.1linwis 


Baltimore News-Post 


Both of Them ; 


Sure-fire Winners 


in Baltimore, picking the winner is easy 
- « - whether it’s the best-selling car or the 
best-selling paper. Naturally enough, the 
automobile that’s preferred by more 
Baltimoreans then any other advertises 
regularly in Baltimore’s biggest newspaper 
— the News-Post, first for 19 years. To 
put your product, too, in the championship 


class there’s no surer wager than the... 


NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE 


* 

si 
os 
>, 


f \ . 3 ty > ; : 1% de a ees es 
ee ne ie 
| | | ies 
: teal 
tc Ue " 
ee 
pa 
ee 
at 
i ce BS Scag SO Po — Pe 7 
eo gg soe 
iC eemr( MIMEOGRAPHING 
| | 
| \ 
cee 
ia 
2 — on, 
i a aya 
iia aa 
1 aau. 
ee Ree 
| a: 
Bas: cee. 
’ Ss ° 
he _ gd tees 
| ae 
3 es aoe 
- si 
4 Fd : 
Wy a 
ee 
: y 
pees 2 
Eg ie 
= 
aa p 
ta 
Cs C ee = " 
a a a 
¥ “s 
ee is = 
OEE i i! ait. 
/ ae na a 
Ce eee neat ne aa 4 ys ; dae bo eA ae: 
ee ee ae ees 
ee ae ee ee RS xt ee oe ete ogee Sea : a 
ae Gey eS, Re ay ‘ a 
4 oe ee Mee Res ae _ 
OMS CE Stee ee te 9 oe 
Ria ae ces ee pe ; alee 
ae 2 we ea. , ue ee ; ae ‘ 
os . > c/n ate Pi ela x belt 
ibe eas Pct ~~ RE Oe se ees ; Mp iit Ss eae 
LL a : ike mS | 3 ie, oe Caged ak ea 5% toe * the” eo es 
et hit a gc PE ee chs Ga? teens? : 
ae , ae x ae ‘ eo} bez gs ig: oa ee s a ag 4 
eee rw) _—a ee ge /) rat a | cc. 
Be jg ere | ees Rs fe 
. ee ea ee ee. 
= Brae en iG. : 
\ ( , ease Te, aie, + Poe Sy : se ae 
et Sites > > es 
a { 4 
Z 
ayia 
cen 
eas i Oe re * 3 ron , hs ~ : s j 4 \ 7 a : : ; . Pat Py F ¥ - Pie Pte = 


66 
Appoints Kaufman 


Potomac Electric Power Com- 
pany, serving the District of 
Columbia and nearby Maryland 
counties, has placed its advertising 
with Henry J. Kaufman & Asso- 
ciates, Washington. Newspapers, 
radio and direct mail will be used. 


Morrison Joins Hamilton 


Donald K. Morrison, formerly 
director of personnel at Fort 
Sheridan, Ill., has joined Hamil- 
ton Advertising Agency, Chicago, 
as account executive. 


Appoints Fisher 


James Fisher Company, Toronto, 
has been appointed to handle the 
advertising of Canadian Ramapo 
Iron Works, Niagara Falls, Ont. 


Winning women readers.. 
THE HOMEMAKER 


The American woman's only pocket- 
size service magazine. 


1745 Broadway New York 19 


Joins Hixson-O’Donnell 

Bob Wolcott, associated with 
Time and Life as public relations 
representative in Los Angeles and 
for the past six months assistant 
to the circulation director in the 
New York office, has joined Hix- 
son-O’Donnell Advertising, Los 
Angeles, as public relations repre- 
sentative. 


Handles Ad Specialties 

L. J. Baker Specialty Company, 
1118 Mulberry St., Des Moines, 
has been opened by J. L. Baker 
to handle advertising specialties. 
Mr. Baker has been associated 
with C, E. Erickson Company, Des 
Moines, for 26 years as vice-presi- 
dent in charge of sales and spe- 
cialty lines. 


Joins Industrial Agency 

F. J. Martin, who formerly con- 
ducted an advertising and sales 
promotion counsellor service in 
Knoxville, Tenn., and more re- 
cently advertising manager of 
Green Duck Company, Chicago, 
has joined the staff of Advertising 
Producers Associated, Chicago in- 
dustrial advertising agency. 


Westinghouse 
Maps Bug Bomb 


Drive in 131 Papers 


Springfield, Mass., March 7.— 
“The mystery of the mist ‘what 
killed the insect’” will be un- 
ravelled in small space newspaper 
advertisements to be scheduled by 
Westinghouse Electric Corporation 
in 131 newspapers with a com- 
bined circulation of 23,055,775, re- 
ports Roger H. Bolin, manager of 
appliance advertising. 

In these papers, located in key 
cities throughout the United 
States, Westinghouse will promote 
in catchy copy its Bug Bomb, com- 
plete with aerosol automatic dis- 
penser which will spray DDT and 
Pyrethrum “at the touch of a 
finger.” Westinghouse’s tentative 
basic schedule is an ad a week for 
from 14 to 18 weeks, depending on 
the bug season. 

The product, to retail for $2.98, 
will be distributed through food 
brokers who will set up distribu- 


tion through food jobbers, drug 
and hardware jobbers, chain 
stores, department stores and some 
appliance distributors, who will in 
turn merchandise the bomb to ap- 
pliance retailers. 

Business paper advertising will 
be scheduled in American Drug- 
gist, American Restaurant, Chain 
Store Age, Hardware Age, Hotel 
Management, In-Stitutions, Mod- 
ern Hospital, Progressive Grocer, 
Restaurant Management, and Re- 
tailing Home Furnishings. 

Harry S. Mills has been ap- 
pointed manager of the company’s 
newly formed insecticide depart- 
ment and R, E. Ditsler has been 
named merchandise manager, both 
with headquarters in East Spring- 
field, Mass. 


To JWT Atlanta Statf 


Lyman Avery, formerly of the 
New York office of J. Walter 
Thompson Company, has been 
transferred to the Atlanta office 
of the agency, succeeding C. R. 
Curtis, formerly assistant manager 
of the Atlanta office, who has been 
moved to Detroit. 
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Expands Services 


Active in the field of nationa) 
radio publicity for the past eight 
years in addition to its regular 
agency functions, Foster & Davies 
Cleveland, plans to offer a com. 
prehensive coverage of the pub- 
lic relations field with its forma- 
tion of a public relations divisioy 
in the Keith building. 


Hackett Named Manager 


A. R. Hackett, formerly in the 
sales division of Brigdens Liq 
Toronto engraver, has been ap. 
pointed manager of the Toronto 
office of Stewart-Lovick. 


Heisey Appoints Swink 

A, H. Heisey & Co., Newark, 0, 
manufacturer of Heisey’s hand 
wrought crystal, has appointed 
Howard Swink Advertising 
Agency, Marion, O., as advertising 
and merchandising counsel. 


Moves to Larger Quarters 


Earl Avery Advertising Service 
has moved its offices to larger 
quarters at 617 Montgomery St., 
San Francisco 11. 


TO ALL THE AGENCIES AND ADVERTISERS IN 


P H 0 E N IX. ARIZONA, AND 


DALLAS. sexs 


Conse 


ant 


bet It) 


ee 


As you know, Sonovox (“Talking and Singing 
Sound”—the secret of the Lifebuoy Talking 
Fog-horn, the Bromo-Seltzer Talking Train, 
etc.) is now available to blue-ribbon local and 


regional radio accounts. 


Sonovox has performed virtual miracles in 
radio advertising—has proved its ability to 
increase Sponsor Identification an average of 
44%—has in many instances produced com- 


mericals that actually pull fan mail! 


Heretofore Sonovox has maintained audition 
studios in New York, Chicago and Hollywood 
exclusively. But now Sonovox is going “on 


the road,” with portable equipment which will 


Phoenix and Dallas are to be our first “stops.” 
Agencies and advertisers in those and other 
cities are invited to write us NOW—and those 
who first indicate their interest will be given 


priority on proven Sonovox usages. 


Don’t let this opportunity just slip by. Sonovox 
can tremendously increase the effectiveness of 
your radio time, at very small cost. Whatever 
you're advertising—bread, public utility serv- 
ices, soft drinks, gasoline, oil or anything else 
that’s tops in your section—Sonovox is your 
chance to put new life and new sales-appeal 
into your radio campaign. Write now, telling 
us your problems—or use the coupon. You'll 


hear from us promptly, and there will of course 


4 6 * MORE... 


PERSON-MEALS* SERVED IN MIDWEST 
FARM HOMES THAN IN CITY HOMES 


Farm families not only eat more meals—but more persons are 
present at every meal. The results of a comprehensive Red 
and Green Dollar Survey conducted in the 8 Midwest States 
clearly demonstrate this fact. The authoritative study of 
80 farm families and 80 city families proves conclusively that 
46% more person-meals on the average are served in farm 
homes than in city homes. 


With the expanding market for packaged goods in rural areas, 
this survey shows you a vast and lucrative selling field— 
highly rewarding to intelligent and well-directed promotion. 
The Midwest Farm Papers—with 89% coverage of the 8 rich 
and prosperous Midwest States—offer you this market on a 
platter. Come and get it! 


PLUS PERCENTAGE OF PERSON-MEALS* SERVED IN FARM 
HOMES OVER THE NUMBER SERVED IN CITY HOMES: 


> ae a eee ii ee g 


enable us to conduct auditions in your city (or 
perhaps before your Advertising Club, if your 


Program Committee wants an intensely inter- 


esting show). 


WRIGHT- 
SONOVOX, INC. 


“Talking and Singing Sound” 
FREE & PETERS, INC. 


Exclusive National Representatives 


Street 


(product) ....... 


ee ere eres ee 


Firm .... ie San 


be no obligation of any sort. 


USE THIS COUPON! 


WRIGHT-SONOVOX, INC. 
For Dallas, address: 180 N. Michigan Avenue, Chicago 
For Phoenix, address: 6331 Hollywood Blvd., Hollywood 


I would be interested in seeing and hearing a Sonovox 
audition in Dallas [] Phoenix [J]. We are using radio 
(or considering its use) for advertising 


Please notify me of the dates and places in which audi- 
tions will be held. 


No obligation, of course. 


MAY 1945 40.3% 
JUNE 1945 46.4% 
JULY 1945 40.9% 


AUG. 1945 54.1% 
SEPT. 1945 39.9% 
OCT. 1945 41.3% 


NOV. 1945 36.6% 


* Person-Meals = Number of persons times number of meals. 


SEND FOR your copy of the controlled study of Food Habits 


on the Farm and in the City. 


7 agit. 
4 pe... 
MR: a a ee 


CHICAGO 2 


M 


NEW YORK 17 
250 Park Ave 


DETROIT 2 
6 N. Michigen Ave. $42 New Center Bidg. 


The Farmer Wisconsin Agriculturist & Farmer Prairie Farm’ 
} Nebraska Farmer Wallaces’ Farmer & lowa Homesteod 


PAPER UNIT 


SAN FRANCISCO 4 LOS ANGELES !4 
Russ Bidg. $23 W. 6th S& 


oe. Rs | 
a a i 
i . r 
- a Fi 
—_— ciation | A 
a — | , 
: | Pe |... 
A i the 
| | on 
. | bri 
enittagelleiihdiaindan las 
 _ | | —_ a 
tru 
| 
siccaniddedllaiaciahiddseiniatinapee tbieinan — | 19: 
| — Wi 
, | pe ant 
sal er! 
| for 
a [Co col 
ce : jur 
rs, ers 
6 a 
aig ’ - 
a | | , 
i fut 
. res 
If : 
| siz 
Un 
at 
me 
4 
bal | 
id 4 — tele mo 
me. > \K& <a tri 
p . ~~ ue = too 
‘tag . a fiz if N eal os = mo 
¥ ~ 
“ sri de es : 
— Fe), " fit 
wesc “it Senate atl siv 
i ea as, 
a ‘ y a . cas 
- i AZ so a ag 
oe ; he . 4 ( Ce pS . cor 
3 o C>. So > 
: ery 
Me bi 3 wa 
va is | 
Ss dis 
i car 
E ind 
a” cor 
.; cor 
= wh 
Sai 
the 
| Pe eee the 
cas fre 
. 
= tha 
is fac 
De ; are 
te dis 
y en 
1 | } get 
7 pel 
se pre 
g ee are 
ret 
— cor 
Be in 
is al 
os pet 
| eee | 
| ee 
: ee Sal 
ho] 
Jar 
chi 
ce. ee | ‘a 
a —— [es a ~ 
q ee 

6 ee 7 

y | a |) (i 

IinD 

I oo ie ae Eas CRG Rhy aRd bb eRe P62 taares Fave : 7 ae . 


11, 1946 


; Nationa) 
past eight 
S regular 
& Davies. 
r a com. 
the pub- 
ts forma- 
S division 


Juarters 


ig Service 
larger 
mmery St., 


f 


i... 


WEST 
OMES 


rsons are 
sive Red 
est States 
study of 
ively that 
1 in farm 


iral areas, 
ig field— 
romotion. 
the 8 rich 
rket on a 


IN FARM 
>MES: 


eS a 


1eals. 


od Habits 


r Prairie Farme' 


wa Homesteod 


NIT 


LOS ANGELES !* 
$23 W. 6th St 


Advertising Age, March 11, 1946 
F aa 
Final Briefs 


Filed in A&P 
Anti-Trust Suit 


Danville, I1l., March 5.—The At- 
lantic & Pacific Tea Company and 
the anti-trust division of the De- 
partment of Justice filed final 
priefs in federal district court here 
last week, clearing the way for 
final argument in the U. S. anti- 
trust suit against A&P and 29 sub- 
sidiaries and officers. 

The suit was filed in February, 
1944, and was heard by Judge 
Walter C. Lindley between April 
and October last year. The gov- 
ernment charges in a criminal in- 
formation that the defendants have 
conspired to control prices and in- 
jure and destroy food manufactur- 
ers, processors, canners, whole- 
salers and independent retail com- 
petitors (AA, Oct. 29, ’45). 

In its brief, A&P asserts that the 
future of all American business 
rests on the outcome of the case. 
If it is found guilty, it says, “every 
sizeable industrial concern in the 
United States” could be “attached 
at the will or whim of the Depart- 
ment of Justice.” 


Similar Suits Pending 


Instead of being prosecuted for 
monopolistic practices, A&P is on 
trial because its prices have been 
too low; the brief contends. In 
most anti-trust cases, the govern- 
ment seeks to remove restraints 
“so the public will have the bene- 
fit of the keenest and most aggres- 
sive competition possible,’’ where- 
as, the brief says, in the present 
case the charge is that A&P is too 
aggressive in “an aggressively 
competitive business.” 

Pointing out that similar cases 
are pending against Kroger Groc- 
ery & Baking Company and Safe- 
way Stores, Inc., the A&P says: “It 
is irrational to say that three food 
distributors in the same industry 
can each have a monopoly of that 
industry. The evidence without 
contradiction shows that in many 
communities in the United States 
where the A&P operates, either 
Safeway or Kroger, or both of 
them, operate in competition with 
the A&P, and that competition is 
free, open and unrestrained.” 

The government’s brief charges 
that under threat of boycott manu- 
facturers, processors and suppliers 
are forced to accept “systematic 
discriminatory buying prefer- 
ences,” with the result that A&P 
gets lower prices than its com- 
petitors get. It is charged that 
profits from non-retail operations 
are paid as direct subsidies in some 
retail areas to let A&P undersell 
competitors, and that A&P stores 
in selected areas are operated at 
a loss to injure or destroy com- 
petition. 


Plans Preview Meeting 


The International Affiliation of 
Sales & Advertising Clubs will 
hold a pre-convention meeting 
Saturday, March 23, at the Hotel 
Jamestown, Jamestown, N. Y., the 
chief feature of which will be a 
full scale preview of the Pitts- 
a Convention scheduled for 
May. 


Do you waste 90% of your 
circulation? 


Pin-point your ad in 
Amateur Screen 


For all amateur movie and 
Slidemakers, and to all 
photographic dealers. 


seamen N.Y. Represen’tives 

TEUR SCREEN . 

3021 JOHN’S MARKETING 
220 Fifth Avenue 


N. Narragansett 
Berkshire 2047 MU. 4-9312 


a 


Names Sanders V.P. 


Milton G. Sanders, formerly 
general sales manager, has been 
appointed vice-president in charge 
of sales of Central Arizona Light 
& Power Company, Phoenix. Other 
appointments in the company are: 
J. L. Liecty to assistant secretary 
and treasurer; Don Willis to man- 
ager of advertising and publicity, 
and Lee Poe to superintendent of 
the electrical department. 


Troll Maps Campaign 


Trolls, improved candy mint 
made as successor to Flavorsweets 
by John T. Troll Company, Los 
Angeles, will feature an improved 
package and the slogan “Sealed in 
flavor” in a new national maga- 
zine campaign, directed primarily 
to smokers. J. Walter Thompson 
is the agency. 


Issues Booklet 
Westinghouse Electric Corpora- 
tion, Pittsburgh, has published 


“Electronics Digest,’ a new book- 
let which contains explanations of 
the electron theory and of basic 
electronic devices, plus articles on 
specific electronic applications. 


Appointed Ad Manager 


Frank C. Addleman, formerly 
advertising manager of the Los 
Angeles Daily News, has been 
named advertising manager of the 
Press-Telegram, Long Beach, Cal. 


Celanese Leases S. F. 


Garment Center Space 
Celanese Corporation of Amer- 
ica has signed a long-term lease 
on a three-story San Francisco 
business building to contain dis- 
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play rooms, sales offices and stock | jected 25-acre garment center. The 

| facilities for Celanese fabrics and|Celanese Auditorium will have 
plastics. It will also lease a|broadcasting facilities and will be 
1,000-seat auditorium to be in-|available for major garment meet- 
cluded in San Francisco’s pro-!| ings. 


( eariniée Circulation Coverage is your guarantee 
of improved cash register returns. 


In the CHICAGO DEFENDER, intimate messages 
on your product or services are carried into over 
200,000 homes. 

For Results— 
Schedule the CHICAGO DEFENDER 
in your new advertising budget. 

Member Audit Bureau of Circulation 


Write for Information: 
GEORGE T. HOPEWELL, Exclusive Representatives 
NEW YORK OFFICE: 10! Park Ave. CHICAGO OFFICE: 75 E. Wacker Drive 


SYLVERN | 
leads the 
- smoothest — 
strings % 


* 
MARGARET 
WHITING 


The “It Might 
As Well Be 
Spring" girl, 
new network 
and recording 
star. 


* The Smooth Strings 
tops in accompaniment 
—vunder the direction of 
Henry Sylvern. 


WITH * MARGARET WHITING 


* THE MELODY MAIDS * HENRY SYLVERN & ORCHESTRA 


It's new! It's exciting! Fifteen minutes of the 
smoothest music ever available for local and 
regional sponsors. Currently produced in New 
York on a five-per-week schedule. Already sold 
in 76 markets. ‘Produced by Ziv’’ means the 
best in transcribed entertainment |! 


FREDERIC W. 


MAG 


Sc O @ PAN F 


1529 Madison Road, Cincinnati, O. 


New York . Chicago . Hollywood 


* THE MELODY MAIDS 
Three gorgeous voices 
blended in smooth har- 
mony. 
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Michigan Dailies 
Holds Community 
Relations Clinics 


Coldwater, Mich., March 5.— 
Southern Michigan manufacturers 
and newspaper publishers met 
here Friday in the first of a series 
of “community relations” clinics 
planned by the Michigan League 
of Home Dailies to improve manu- 
facturers’ public relations and re- 
lations with the newspapers. 

Roland Neff, public relations 
manager, R. G. LeTourneau, Inc., 
Peoria, Ill., describing the public 


emphasized the need for newspa- 
per advertising and other tech- 
niques in promoting employe and 
community good will. C. D. Mc- 
Kenzie, president of the McKenzie 
Milling Company and National 
Miller’s Association, asserted that 
copy prepared by the National 
Association of Manufacturers 
“should be subordinate to that 
prepared locally.” The conferees 


agreed generally that NAM ads | 
are most effective when sponsored | 
locally. 
| The community relations clinic | 
lis an outgrowth of an effort by 
|Scheerer & Co., Chicago and New 
|York, national representative of 
the Michigan League, to aid the | 
‘dailies and their advertisers in| 
working out well-defined meth- 


7 
PS 
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Gould, Brown, Sumney 


Form Research Company 


Gould, Brown and Sumney, or- 


ganized to serve midwest business | 


|'with national field coverage, com- 


| plete tabulation and analysis facil- 
|ities, has opened executive offices 


at 20 W. Jackson Blvd., Chicago. 
/ Donald J. Gould, 
_Brown and Herbert A. Sumney, all 


Walter I.) 


relations policies of his company, | 


ods of handling copy, obtaining | previously with Ross Federal Re- | 
public support and the like. ‘search Corporation, Chicago, are, 
the priucipals of the new com-| 
|pany. F. W. R. Brown, also for- 
|merly of Ross Federal, will repre- | 
sent the company in Minneapolis, 
and H. A. Sumney in Cincinnati. | 

| 


Dorville Names Smith, 
Sholl; Moves Offices 


Cortland Gray Smith, formerly | A ae 
with McGraw-Hill Publishing . : 
|Company, New York, as shins) Aircraft Appoints Arndt 
art director, has been appointed; John Falkner Arndt & Co., Phil- 
director of art and production of|adelphia, has been appointed’ by | 
Dorville Corporation, Philadelphia. | Aircraft Products Company, West | 
Raymond A. Sholl Jr., recently an | Chester, Pa., manufacturer of ma- | 
assistant account executive with |chined parts and model airplanes. 
John Falkner Arndt & Co. and for- —_—_—_ -- 
merly in charge of sales promotion 


Lili Perfumes to Harris 
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Current Network Hooperatings 


February 28 Evening Program Audiences 


MOST SETS-IN-USE 
E. BEGUM DDO O Ie hs os onc oc coc cave nen ss sth dines cecoedeces, 45.9 
Programs: Radio Theater (Lever Bros. Co.) 
Spotlight Bands (Coca-Cola Co.) 
Information Please (Socony Vacuum) 


of SKF Industries, has been named 
manager of the copy-plans depart- 
ment. 

Dorville has moved to larger 
| quarters at 1420 Walnut St., Phila- 
| delphia. 


Ralph Harris, New York, has 
been appointed to handle the ad- 
vertising of Smith & Scott, Bailey’s 
|'Bay, Bermuda, maker of Lili per- 
| fumes. 
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A LETTER FROM CHICAGO DAILY NEWS FAMILIES 


to Business Executives 


‘Flatlux Drive Started 


Daa Se ie Mee ed os oo x b's 4's UW dist Ges ee ee Po 6 kos. 455 " 
Programs: Sunday Evening Hour (Ford Motor Co.) on 
Beulah Show (Lewis Howe Co.) Ve 
Alexander’s Mediation Board (Serutan Co.) Va 
Charlie McCarthy (Standard Brands) we 
B.S rs re ee venus 6 aot ane8 hee son 4538 
Programs: Guy Lombardo (Larus & Bro.) m¢ 
Inner Sanctum (T. J. Lipton-Lever Bros. Co.) 
Real Stories From Real Life (Whitehall Pharm. Co.) § on 
Amos ’n’ Andy (Lever Bros. Co.) ke 
HIGHEST SPONSOR IDENTIFICATION Ca 
Radio Theater, CBS, 9-10 p.m., Monday, with 89.2 (Lever Bros. Co.) § sw 
“FIRST FIFTEEN” EVENING PROGRAMS or 
Net- Hooper. sé) 
Program Sponsor Product work ating ret 
1, Fibber McGee _ §, C. Johnson & Son NBC 30.4 stz 
and Molly 
2. Bob Hope Pepsodent Div.— Various Products NBC 29.8 ap 
Lever Bros, Co. vis 
3. Charlie Standard Brands Chase & Sanborn NBC 26.6 on 
McCarthy Coffee fla 
4. Red Skelton B. & W. Tobacco Raleighs NBC 26.3 . 
—CH Corp. 
5. Radio Theater Lever Bros. Co. Lux Soap and FlakesCBS 26.1 us! 
6. Bing Crosby Kraft Foods Co. Parkay & Kraft NBC 23.5 ple 
7. Jack Benny + American Tob. Co. Lucky Strike Cigarets NBC 22.6 
8. Sereen Guild Lady Esther Ltd. CBS 21.7 
Players 
9%. Fred Allen Standard Brands, Tenderleaf Tea, Blue NBC 21.6 
Ine. Bonnet Margarine 
Jack Haley with National Dairy Sealtest NBC 21.9 
Eve Arden 
}11. Mr. District Bristol-Myers Co. Vitalis and Sal NBC 21.0 
| Attorney Hepatica 
2. Eddie Cantor Bristol-Myers Co. Trushay, Ipana NBC 19.6 
3. Amos ’n’ Andy Lever Bros. Co. NBC 19.5 
4. Walter Andrew Jergens Jergens Lotion ABC 19.3 
Winchell + Co, 
15. Abbott and R. J. Reynolds Co. Camel Cigarets NBC 18.0 


Costello 


+¥Includes second broadcast on Pacific Coast. 


_or wall board. The theme of the 
|campaign is “Made with oil... 


Patterson Sargent Company, not mixed with water.” 


Cleveland, through Fuller & Smith | 
& Ross, Cleveland, has started a) 
campaign in metropolitan news- 
papers, with each ad_ providing Inland Press Elects 

space for dealer listings, for Flat-| The Inland Daily Press Associa- 
lux, a one-coat wall paint which | tion has elected to membership 
covers wallpaper, paint, plaster,| the News-Sentinel, Rochester, Ind 


TRY THIS: 
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Just place the letters in position on , -* 
your copy—they adhere themselves | 
—and you have perfect reproduction 

: copy for— 

HOUSE ORGANS + CHARTS « GRAPHS 


ADVERTISEMENTS + MOVIE TITLES 
BROADSIDES + FOLDERS + SIGNS 


ADHERES INSTANTLY 
No paste, wox or glue. Spe- 


dtul aithacive beck mékes @ Snap up your reproduction copy for offset and engrav- 
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4 For 70 Years Chicago's HOME Newspaper 


JOHN S. KNIGHT, Publisher 


DAILY NEWS PLAZA: 
SO West Madison Street, CHICAGO 


DETROIT OFFICE: 
7-218 General Motors Building 


NEW YORK OFFICE: 
% Rockefeller Plaza 


Survey represents a 
valid cross-section, 
house-to-house sam- 
pling. 


SAN FRANCISCO OFFICE: 
Hobart Suiiding 


each choracter adhere to you" 
copy instantly. 


SUPERIMPOSE LETTERS 
tes ON PHOTOGRAPHS OR 
- DRAWINGS 
The crystal clear transporent 
Presto-Type background en- 
ables you to set your type 
directly on photographs ond 
ilMustrations. 


PERFECT ALIGNMENT 
Convenient guide lines and 
transparent backgrounds per- 
mit perfect and easy align- 
ment of characters. 


BLACK LETTERS FOR 
LIGHT BACKGROUNDS 
Opaque, black letters for 
white or light bockgrounds. 


ms «WHITE LETTERS FOR 
| i «=DARK BACKGROUNDS 

. White letters for use on 
block or dark bockgrounds. 


DIRECTIONAL 
ARROWS—+too! 


} Small, medium and large 
| orrows with white ovtlines. 
| me Hos hundreds of uses! 


COUPON 
TODAY! 


“ARTHUR BR 
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ings this quick, economical way. Set your own headin,s 
from a large selection of beautiful type faces. 


@ Each transparent sheet of Presto-Type contains the 
alphabet, numerals and punctuation marks of one siz 
and type face in sharp, opaque black or white that wil! 
reproduce perfectly. In preparing your copy you simply 
cut the Presto-Type characters out of the transparent plastic 
sheet and place them in position on your copy. /h¢) 
adhere instantly—yet can easily be removed for resetting 


@ Presto-Type is easily set in straight or curved lines 
superimposed on photographs or artwork and used 
countless other ways to give you good typography 4% 
low-cost reproduction copy. 


ONLY 75c per sheet 


Write for descriptive folder and type chart 


ARTHUR BROWN & BRO., 
67 West 44th Street 
New York 18, N. ¥ 


Send me descriptive foider on Presto-type. 
MAIL 
Name 
Compony . 

Address ...... 


City & Stote . 


OWN & BRO. 


New York 18, N. '. 


West 44th Street - 
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Laff and You Get 
Onion Powder in 
Four Test Areas 


San Francisco, March 6.—Under 
a new trade name—Laff—dried 
onion and garlic products of Basic 
Vegetable Products Company, 
Vacaville, Cal., are being given a 
western and eastern consumer 
try-out, through tests in Sacra- 
mento, Cal., and Milwaukee. 

Shortly, Laff onion chips and 
onion powder will be test-mar- 
keted in San Jose and Stockton, 
Cal., to determine whether con- 
sumers desire the onion flavor with 
or without onions appearing in 
served food. Onion chips, which 
return to their original fresh onion 
state by a short soaking in water, 
appear in the prepared foods as 
visible chopped onions, while 
onion powder imparts the onion 
flavor without appearing in foods. 

Newspapers and radio are being 
used in the test campaigns, sup- 
plemented by dealer helps. One 


a 


IN FRANCE 


ONION SOUP 


TAKES NEARLY 2 HOURS 


IN AMERICA BETTER 
SOUP IN 30 MINUTES 


Try this easy Recipe for 
FRENCH STYLE ONION SOUP 
Soak one jar of LAFF ONIONS in 1) cups 
of cold water, for 20 minutes or boiling 
water for 5 minutes. Drain, saving onion 
water. Heat 2 tablespoons of fat and fry 


onion water and heat 
boiling, dissolve 5 bouillon cubes in 
the boiling water. Combine LAFF 
ONIONS and bouillon. Add 


water to the 


about 30 minutes. Make toast 
les, butter,sprinklewith & 
Parmesan cheese, brown 


@NO SLICING 
@® NO PEELING 
@NO WASTE 
@NO TEARS 

@NnO ODORS 


USE ONIONS DRY Qa 
AND LAFF....on+ ery! 


FOR EVERY USE OF CHOPPED FRESH ONIONS 


series of newspaper ads humor- 
ously features the advantages of 
Laff sliced onions over customary 
home preparation of onions. A 
second series follows the tried and 
true recipe technique. All ads 
highlight “no slicing, no peeling, 
no waste, no tears, no odors.” 
Brisacher, Van Norden & Staff is 
the agency handling the account. 


catsup, soups and other food prod- 
ucts, 

With the conclusion of the war, 
supplies to canners and packers 
were resumed and the institutional 
field was entered. Through an 
agreement, H. J. Heinz Company 
is handling national distribution 
of the products packed in No. 10 
cans under the name “Magic.” An 
advertising campaign for this in- 
stitutional field is being carried on 
in national canning and packing 
publications. 


Bausch & Lomb Appoints 


Irving B. Lueck has been named 
sales manager of the opthalmic 
lens and machinery sales depart- 
ment of Bausch & Lomb: Optical 
Company, Rochester. William H. 
Whelpley has been appointed sales 
manager of the frame sales de- 


partment and Raymond H. Ander- 
son, assistant opthalmic sales man- 


ager. 


Names Shappe-Wilkes 

Shappe - Wilkes, New York 
agency, has been appointed to 
handle the advertising of Kiddie 
Seat Corporation, New York, 
maker of infants’ bathroom train- 
ers. 


Parents’ Junior Group 
Names Elrod A.M. 


J. Paul Elrod, organizer and first 
president of New York State 
Magazine Representatives Club, 
has been named advertising man- 
ager of the ten magazines com- 
prising the Parents’ Junior Quality 
Group, with a monthly circulation 
guarantee of 2,750,000. Magazines 
of the group include: Calling All 


Boys, Calling All Girls, Calling 
All Kids, Funny Book, Polly Pig- 
tails, Real Heroes, Sport Stars, 
True Aviation and True Comics. 


Buchanan Elects Radin; 
Announces Two Accounts 


Paul Radin, a member of the 
management board of Buchanan & 
Co., has been elected vice-presi- 
dent of the agency, to supervise 
the Beverly Hills office and head 
a creative unit on Buchanan’s 
motion picture accounts. John 
Krimsky of that office returns to 
New York to handle the United 
Artists and International Pictures 
accounts. 

Buchanan has announced two 
accounts recently—the Gevaert 
Company of America, photo- 
graphic film, plates and papers, 
and the Queens County Jockey 
Club, both New York. 


Work to Head Club 


Robert Work, of Capitol Engrav- 
ing Company, Springfield, Ill., has 
been elected first president of the 
newly founded Springfield Adver- 
tising Club. 


ABC Appoints Cragston 


Barney Cragston, formerly sales 
manager for co-op sales in New 
York, has been named director of 
cooperative sales for American 
Broadcasting Company, New York. 


| SIMPSON-REILLY, ur.) 
Publishers Representatives 
SINCE 1928 


SAN FRANCISCO LOS ANGELES 
RUSS BLDG. GARFIELD BLDG. 


Heinz Is Sales Agency | 


Although newly introduced to | 
the public, Basic’s dried onion and 
garlic products have been in use| 
for more than 12 years. Prior to 
the war the company supplied 
these dried products to many of 
the nation’s largest packers and 
canners as standard ingredients of 


@ Set entirely with FOTOTYPE, this 
ad is just a sample of what can be 
done with this amazing new type- 
setting device-and it cuts costs, too, 
eliminating display type and hand 
lettering charges. Quick, simple, eco- 
nomical .. . any office girl can be your 
compositor 


Write TODAY for catalog explaining 
the FOTOTYPE system and showing 
the 60 modern types now available 


THE FOTOTYPE COMPANY 
625 W Washington, Chicago 6 


The Toledo Blade 


is pleased to announce 


the appointment of 


JAMES W. 


EGAN, JR. 


as 


Vice-President 


and Advertising Director 


SerFFECTIVE 


MARCH : ey 


Mr. Egan is a Director of the Newspaper Advertising Executives 


Association, and comes’ to the Toledo Blade from the 


New York Times, where he was Advertising Manager. 
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LLEVISION 


Bg 


C-A-V-U .. . that’s weatherman-to-pilot parlance for “ceiling 
and visibility unlimited.” And, guided by Sellevision— our 
tested station Betterment policy in operation so effectively 

the past four years—that’s the long-range forecast for KSTP. 
There is no height to which a station can not rise when it 
has KSTP’s determination and know-how to do a com- 
prehensive, continuing job of programming, promotion and 
merchandising. We see an ever brighter future for KSTP and 
the advertisers it serves. So the next time you’re selecting 

a station to sell the Twin Cities’ Market, make it KSTP— 

the Sellevision Station — where it’s always C-A-V-U... 
ceiling and visibility unlimited ! 


,000 WATTS—CLEAR ¢ 
HWEST'S LEADING RADIO STATION 
VE NBC AFFILIATE FOR THE TWIN CITIES 


ty ‘ “4 


MINNEAPOLIS . . . ST. PAUL 
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Brorby Advises 
Marketers fo Plan 
Integrated Drives 


MacGowan Predicts 
Better Marketing, 
More Advertising 


Chicago, March 5.—Advertising 
“just by itself,” and selling alone, 
are wasteful, but selling plus mer- 
chandising plus advertising, forged 
into one promotional drive, is es- 
sential to efficient distribution and 
economic success, Melvin Brorby, 
vice-president, Needham, Louis & 
Brorby, told a marketing confer- 
ence of the U. S. Chamber of Com- 
merce here yesterday. 

The conference, sponsored by 
the north central division and the 
domestic distribution department 
of the Chamber, was the last of a 
series of regional conferences held 
on distribution in the last three 
weeks, Earlier meetings were held 
in Sacramento, Dallas, Atlanta and 
New York. 

Mr. Brorby emphasized that suc- 
cessful advertising -selling pro- 
grams involve considerable ‘“‘prep- 
aration, training, coordination, 
timing and follow-through.” As 
an example, he pointed to the 
Johnson’s wax program as an out- 
standing example of completely 
coordinated promotion effort, the 
result of which has been a sales 
curve “extremely pleasant to 
watch” in the past few years. 


Coordination Counts 


Although the “Fibber show has 
the highest audience rating of any 
program in the country,” he said, 
it wasn’t the advertising alone that 
made the sales curve rise. The 
real success of the Johnson selling 
and advertising operation lies in 
their skillful coordination of the 
three factors of selling, merchan- 
dising, advertising.” 

He showed that Johnson cam- 
paigns are based on thorough 
study of selling objectives; that 
Johnson salesmen are carefully 
“indoctrinated” in sales courses 
for the promotion campaigns, and 
that dealer aid material is pre- 
pared far enough in advance to be 
ready for use during the best sell- 
ing periods. 

Similar coordination of selling 
and advertising, he demonstrated, 
is characteristic of the selling and 
radio and newspaper advertising 
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Chicago. 

Mr. Brorby also emphasized that 
manufacturers must engage ex. 
tensively in market and sales re. 
search, must not “keep chan Zing 
the essential elements” of a 
drives and must avoid getting ‘‘toy 
fancy in your art and copy.” 


It’s the Idea That Counts 


“Remember,” he urged, “that 
it is the idea that counts much 
more than the design of layout or 
the style of writing. I could show 
you a good many examples of large 
advertisers who violate this prin. 
ciple and who are therefore get. 
ting far fewer readers than would 
otherwise be possible.” 

Eleven changes that have oc. 
curred in distribution and trade 
conditions during the war were 
enumerated at a dinner session of 
the conference last night by T. G. 
MacGowan, manager, marketing 
research department, Firestone 
Tire & Rubber Company, Akron, 
Ohio: 

1. “Many manufacturing inter- 
ests are appearing in civilian lines 
new to them as predicted. Whether 
many will, as also predicted, fai] 
through lack of proper experience 
and study, as yet remains to be 
seen.” 

2. The expected rush of new 
products to the market is material- 
izing. 

3. There are many new retail 
establishments, and a great ex- 
pansion in the number of these is 
clearly indicated, to be largely off- 
set by some retail failures due to 
““cost-absorption.” 


Changes Are Permanent 


4. The average size of retail 
stores will be bigger, and they will 
be strategically located as part of 
“the increasing tendency toward 
selective selling.” 

5. Distribution channels have 
changed permanently, many war- 
time lines “sticking” with retailers 
who have “a logical peacetime rea- 
son to carry them.” 

6. Chain stores will be fewer 
and larger. 

7. Group buying will continue 
to gain. 

8. The wholesale function will 
be reestablished strongly, with a 
gain among the number of volun- 
tary chains. 

9. Instalment selling will aid 
in maximum sales development. 

10. Gains will be recorded for 
self-service in moderation. Pur- 
chasing cooperatives will have a 
slow and unspectacular growth. 


Ad Volume at Peak 


11. “Advertising will spearhead 
the march of American business 


of Wieboldt’s department stores in 


toward new levels of activity; its 
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yolume will be the largest in the 
country’s history as we pass from 
the reconversion period into the 
period of catching up with accumu- 
lated demand. Marketing research, 
increasing in acceptance for sev- 
eral years, Will come into its own 
at that time, and make a splendid 
contribution to marketing efficiency 
and efficacy.” 

Disclaiming any desire to be- 
labor the familiar thesis that full 
employment must somehow be 
achieved, and that it must be 
achieved through improvement in 
the marketing process, Mr. Mac- 
Gowan observed: 

“For one, I look for that im- 
provement and acceleration to take 
place. The wish may be father to 
the belief, but I think not in this 
case. I see many signs of this de- 
velopment today. It is a good 
thing, for we greatly need a rena- 
scence of true marketing skill, 
founded in honest work and study, 
rather than in the touch-and-go 
judgments of the brilliant market- 
ing improviser. True marketing 
skill, no less, will be needed for 
individual and collective success in 
the days when the buyer’s market 
arrives.” 


Too Little Forecasting 


Mr. MacGowan urged that busi- 
ness men establish good forecast- 
ing procedures, adding that “it is 
surprising how large a number of 
good-sized business concerns still 
do little or no work in this field.” 
He said that business men can no 
longer afford to be economic il- 
literates, as they all too often have 


been, 

He predicted that a new type of | 
job has developed in industry, as | 
yet with no name because it is so | 
new, which involves “studying, | 
not merely the marketing policies | 
or the personnel policies or the 
budgetary policies of a business, 
but the job of studying all the 
management policies all the way 
across the board.” 

V. L. Browner, treasurer, Na- 
tional Association of Retail Groc- 
ers, Des Moines, at luncheon yes- 
terday, pointed out that full ab- 
sorption of the produce of the na- 
tion’s farmers cannot be achieved 
through increase of exports alone. 
Domestic consumption, he said, 
must be the chief source of de- 
mand for farm surpluses. To in- 
crease domestic food consumption, 
NARGUS is devoted, he asserted, 
to a program calling for govern- | 
ment and industry effort to edu- 
cate the U. S. people to better nu- 
trition, and for government aid, as 
through a food-stamp plan, to that 
part of the population needing but 
not able financially to buy the 
right amounts or kinds of food. 


Asks Surplus Speed-up 


Melvin C. Pond, vice-president 
and director of merchandise, But- | 
ler Brothers, Chicago, called for a 
“speed-up in all phases of surplus 
property disposal” while there is 
a market to absorb these goods. 

Vincent Yager, vice - president, 
Harris Trust & Savings Bank, Chi- 
cago, admitting that savings are 
now at a tremendous peak, pre- 
dicted that these savings will be 
retained by the public. Savings 
“are not lightly given up,” and 
consumers will return to instal- 
ment buying despite the substan- 
tial cash available, he asserted. 


Lewis Opens Office 

George Lewis, former publicity 
director of WHN, New York, has 
opened the Radio Relations Insti- 
tute, 347 Madison Ave., New York, 
to serve as liaison between the 


companies and the broadcasting 
industry. 


Donnelly Named Director 


Donald T. Donnelly, formerly 
With Hampton Improvement 
League, West Springfield, Mass., 
has been appointed public rela- 
“ons director and editor of State 
Farm Bureau Federation, New 


Haven, Conn. 


PAC Urges Groups 
to Use Classified 
for Political Ads 


New York, March 6.—The Na- 
tional Citizens Political Action 
Committee is urging the groups 
affiliated with it to use classified 
ads in dailies and weeklies for 
copy on current political issues. 

The PAC’s “Political Guide,” a 
monthly publication giving infor- 
mation to its members on public 
relations and political techniques 
and a list of current “issues for 
action,” points out that classified 


advertising is low in cost and has | 


display advertising, the PAC says. 

One PAC affiliate, the Inde- 
pendent Voters of Minnesota, has 
been using classified advertising in 
Minneapolis papers, the “Guide” 
points out, with good results. One 
ad on Lincoln’s birthday was 
placed in the personal columns, 
It read: 


Some Examples 


“LISTEN TO ABRAHAM LINCOLN: 
‘I know the trials and woes of 
workingmen, and I have always 
felt that in almost every case of 
strikes, the men have just cause 
for complaint.’ ” 

Another, during the Senate fili- 
buster on the FEPC, said: 

“ENEMY BULLETS never discrim- 


a high readership. Classified copy |inate against Protestants, Catholics, 


is a natural medium for 


inde- Jews, 


white or Negro. Men of 


pendent groups who cannot afford every race and faith are entitled 


to job opportunities without dis- 


crimination. A bill to establish 
a permanent FEPC is now being 


filibustered. .. Urge Senator Ship- 
stead to sign the cloture petition 
and urge Rep. Judd to sign the 
discharge petition.” 

The PAC “Guide” says that 
classified ads are also valuable 
membership builders. - 


Rubberset Boosts Robson 


E. L. Robson, general sales man- 
ager of the Rubberset Company, 
Gravenhurst, Ont., has been ap- 
pointed vice-president in charge 
of sales and advertising. 


J 
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Mutual Promotes Mower 


DeWitt Mower, formerly account 
executive of Mutual Broadcasting 
System, Chicago, has been ap- 


the peace.” 


“WFDF Flint says we gotta win 


pointed midwest sales manager. 


OARD’S DAIRYMAN subscribers 


The MORE Families Own 


More 


are the 
cream of the farm market 
... the MORE families 
of U. S. agriculture. They 
Own more, earn more and 
buy more. They own 16% 
more automobiles and 
trucks than nearest neigh- 


bor farmers and 65% more than average farmers, accordin 
& 


to a study made by the U. S. Bureau of the Census. 


With 48% more buying power than nearest neighbor 


Autos and Trucks 


farmers and 87% more than average farmers, Hoard’s 
Dairyman subscribers are leaders in the most prosperous 
farm communities. They ‘have the money to buy the 


things other farm families dream of buying. 


Put the top of the market at the top of your list . . . 


Start your farm schedule with Hoard’s Dairyman. 


JEOARDS SIATRYMAN 


FORT ATKINSON, WISCONSIN + 250 PARK AVENUE, NEW YORK 
EDWARD S. TOWNSEND CO., SAN FRANCISCO, LOS ANGELES 
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Want to Contact 
Wealthy Widows? 
Get a Boyd List 


U. S. Contains | 1,609 
Millionaires, Asserts 
Famous List House 


New York, March 7.—Running 
the gamut from abbatoirs to zinc 
smelters, with some 50,000 types 
between, including wealthy 
widows, stock exchange members 
and sardine canners, or any spe- 
cial list -you want, Boyd’s City 
Dispatch, Inc., New York, has on 
file, for sale, names and addresses 
of virtually any kind of group 
anywhere in the United States. 

The recent report of the death of 
E. J. Williams, owner and retired 
president of the company, re- 
kindled interest in Boyd’s, oldest 
direct mailing list business in the 
country. Mr. Williams, 83, started 
with Boyd’s as a messenger in 
1878, when the then 48-year-old 
Manhattan company was a private 
intra-city post office, known as 
Boyd’s Dispatch Post. The com- 
pany, along with 50 other private 
posts in New York, competed with 
the government postal _ service 
until 1888, when laws were passed 
making private mail service il- 
legal. 


$150 for Half Interest 


Boyd’s changed then into a di- 
rect mail advertising and general 
delivery house. By 1900, Mr. Wil- 
liams, then manager of Boyd’s, had 
conceived the idea of preparing 
mailing lists to sell to advertisers, 
using the old postal files as a basis 
for compiling the lists. 

From a $150 start, for a half 
interest, Mr. Williams built Boyd’s 
into a nation-wide concern valued 
at over $250,000, with more than 
50,000 regular customers, and 
compiled lists on file numbering 
about 100,000. Innumerable spe- 
cially tailored lists are constantly 


If you sell 
VITAMINS 


You Need WIBW 


In Kansas and parts of six 
adjoining states WIBW is the 
preferred station of 4,811,511 


listeners. 

WIBW is preferred by deal- 
ers, too, as shown by their 
enthusiastic tie-in promotion at 
point of sale. 

We have a reputation for 
hard-hitting selling. Let us prove 


it to you by RESULTS. 


WIBW 


We ie of Hamdan” 


Topeka... Kansas 


|being made to order. At one time 
Boyd’s spent between $25,000 and 
$50,000 a year on advertising, but 
the influx of business made it 
inecessary to keep advertising 
— to a minimum. 


Want Some Millionaires 


Growth of the United States is 
recorded indirectly in Boyd’s year- 
to-year price lists. A crumbling 
1899 list shows a total of 387 
“dealers in photo supplies” in the 
United States and Canada, which 
Boyd’s sold for $4; the latest price 


list shows 2,285 photo supply deal- 
ers, selling for $25. In 1899, 1,385 
art stores sold for $7.50; today 
there are 3,036 which sell for $35. 
In 1923 Boyd’s listed 8,078 mil- 
lionaires; today they estimate 11,- 
609, plus 975 multi-millionaires. 
Distribution of the national 
wealth has long been a specializa- 
tion of the corporation, which has 
it broken down (at a price to you 
of so much per), in terms of esti- 
mated wealth of men and women, 
widows, commuters and places of 
residence. In Manhattan and in 


~ 
ser 


Bronx, New York, alone, there are 
1,858 millionaires (list price, $35) 
and 438 multi-millionaires 
($12.50). 

Boyd’s also knows the names 
and addresses of 1,009 wealthy 
widows in greater New York 
worth $250,000 or more ($20); 845 
millionaires in New York inter- 
ested in art ($20), and 5,000 male 
incomes of over $5,000 a year. Spe- 
incomes of over 5,000 a year. Spe- 
cial lists will be made up for any 
community or territory in the 
United States, listing names and 
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addresses and estimated wealth 
For a price, you can find out not 
only who’s who in your home town, 
but who’s worth how much. 


Maclean Appoints Two 


H. W. Hunter, formerly of the 
Montreal office of Maclean-Hunte,r 
Publishing Company, has been ap. 
pointed assistant advertising man. 
ager of Maclean’s Magazine, To- 
ronto. Hall Linton, of the Toront, 
office of the company, has beep 
named assistant advertising man. 
ager of Chatelaine. 
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TP KNOW ABOUT 
t oe PRODUCT? — : 


EM 


WHAT?S | 
COMPETITION ” 
+a, DOING? 


WAAT DO THEY WANT “°= 


“HOWCANYOU 
REACH THEM MOST » 
PFECTIVELY?. ape 


WHAT FIELDS CAN 
BEST USE YOUR 
PRODUCT? «© 


WHO DOES THE 
BUYIN 
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Names Gotsch & DeVille 


Newspaper Advertising Service, 
Chicago, National Editorial Asso- 
ciation affiliate, has appointed 
Gotsch & DeVille, recently formed 
Chicago agency, to place its trade 
publication advertising. 


Appoints Tracy, Kent 


The Musher Corporation, New 
York, manufacturer of Lettuce 
Leaf salad oil and other food 
products, has appointed Tracy, 
Kent & Co., New York, to handle 
its advertising. 


Simmons Opens Office 


Harry Simmons, recently re- 
signed from Calvert Distillers Cor- 
poration as director of sales edu- 
cation and trade relations, has 
opened his own office as sales and 
public relations consultant at 
Hotel Beacon, 2130 Broadway, 
New York. 


Agency Resigns Account 
Thoma & Gill, Newark, N. J., 
has resigned as advertising agency 
for Walker-Turner Company, 
Plainfield, N. J., effective April 30. 


Varlon Names Agency 


MacFarland, Aveyard & Co., 
Chicago, has been named to handle 
the account of Varlon, Inc., new 
United Wallpaper subsidiary 
formed to produce Varlon wash- 
able wallpaper. 


Appoints Erwin, Wasey 

The Seattle office of Erwin, 
Wasey & Co., has been appointed 
by Sullivan-Waldron Products 
Company, Seattle, maker of the 
Whipster, new mechanical device 
for whipping cream. 


73 
Woodard to El Paso 


Jerry Woodard, formerly with 
the advertising departments of the 
Phoenix Republic - Gazette and 
Austin American-Statesman, has 
been appointed classified advertis- 
ing manager of the El Paso Times 
and El Paso Herald-Post. 


Stops Cash Discount 


The Cincinnati Times - Star has 
eliminated the 2% cash discount 
on national advertising and has 
added 15 lines per column for a 
total of 120 lines per page. 


One thing you can bank on when you take a product to market today—it’s headed 


for an era of rugged competition. 


That puts a big load on your advertising and pitches the old axiom “Know What 
You’re Shooting At” right up into the number one spot in your selling program. 


Plotting markets—in the face of a five year disruption of normal selling activities—is 
no easy job. It means tapping every available source of informative data within as 
well as without your own organization. But the right answers—when you get ’em— 
spell the difference between shooting at the moon and grooving your advertising 


down the slot that leads to sales. 


Have you got a “What Are My Best Markets” problem? Why don’t you check the 
McGraw-Hill man? He has access to a tremendous amount of statistical information— 
the kind of data that comes out of the facilities and services of an organization whose 


primary job is to keep on top of trends, conditions and markets. 


If yours is a product, or a service, for business and industry the chances are he’s got a 


lot of the practical kind of answers you’re looking for. 


"A Market Study of Air Transport, 
Our Swiftest-Growing Carrier”— 


. This comprehensive survey, made 


by the staffs of Air Transport, Avi- 
ation News and Aviation, presents 
a clear picture of this important 
market. 


"A Handy Guide to the Business and 
Industrial Fields Served by McGraw- 
Hill Publications”—This quick- 
facts book presents condensed 
data regarding the important in- 
dustrial markets covered by each 
of the 25 McGraw-Hill business 


"Industrial Distribution and Mar- 
keting” —Prepared by the staff of 
Mill Supplies, this valuable refer- 
ence book provides a dependable 
yardstick for setting up, improving 
and maintaining a workable in- 
dustrial sales and distribution plan. 


publications. 


"Market and Media Files’’—These 
files, by industries, are prepared by 
individual McGraw-Hill publications 
for the industries they serve. Properly 
used and interpreted, these files pro- 
vide an accurate, dependable guide 
for establishing and rating markets. 


These examples of extra McGraw-Hill services are only a few of the many we 
have provided to help you sell your product. These plus services . . . many 
of them exclusive ... are available from your McGraw-Hill man. 


THERE 1S NO SUBSTITUTE FOR SOUND INDUSTRIAL ADVERTISING 


© ue if ‘ 


HALF-PAGE ONE-SHOT 


and they’re 


still coming in.” 


““‘We never realized 
Registered Nurses were 
so responsive to advertis- 
ing,” writes a hard-head- 
ed merchandiser to R.N. 
“We took a half page, 
one time in October at 
the cost of $205.00 and 
to date (Dec. 6) we have 
received over $400.00 in 
orders from R.N. read- 
ers... and they’re still 
coming in. 


“We are so well satis- 
fied with R.N. that we 
shall use a regular sched- 
ule in 1946. We are only 
interested in SALES... 
not inquiries.” 


“Word of Mouth’’ 
factor results will in- 
crease the power of this 
half-page many times. 
Nurses recommend—to 
each other, to patients, 
to friends—and their rec- 
ommendations are re- 
spected by almost every- 
body. 


Apply this added 
W/M Factor to your 
product. Investigate the 
100,000-consumer me- 
dium with the plus 
value of authoritative 
professional recom 
mendation. 


A JOURNAL FOR NURSES 


RUTHERFORD, NEW JERSEY 
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Admeatthe 


Armed Forces | 


Col. Joseph H. Wright (Army) 
has returned to his prewar posi- 
tion as eastern branch manager of 
Kable Brothers Company, publica- 
tion printer, with offices in New 
York. 

Maj. Charles R. De Arman 
(Army) has joined Schuyler Hop- 
per Company, New York, as ac- 
count executive. 

Capt. Albert Benjamin (Navy) 
associate editor of American Maga- 
zine before the war, has rejoined 
the publication. 

Maj. Robert D. Eckhouse has 
joined the information and pub- 
lications division of the Associa- 


tion for Casualty and Surety Ex- 


ecutives as assistant to the di-| 
rector. He will have charge of | 
press and radio publicity. 


Appleby Joins LaSalle Hat 


Lt. William R. 
Appleby 
(Navy) has 
joined LaSalle 
Hat Company, 
Philadelphia, as 
sales and adver- | 
tising manager. 

Robert C. 
Mitchell 
(Army) has 
joined Vogue & 
Values, New 
York, newspa- 
per shopping 


Lt. W. Appleby 


column, as sales representative. 
Sgt. W. Edward Wheaton (AAF) 


has joined Anderson, Davis & 
Platte, New York, as associate art 
director. 

Lt. George R. Parnaby (Army) 


ma — — 


a 


wr 


THE STATION TO WATCH 


In The Great Northwest During 1946! [iz | 


Forward 


FREE AND PETERS National 


THE FOSHAY TOWER 
Twin Cities Tallest Building 


Future Site of 
WTCN's FM & Television 
Installation 


Step No. 1: 


Representatives 


| McCracken, writer, who have re- 


tion as head of editorial research. 


has rejoined Deutsch & Shea, New | 
York agency, as account executive. 
Seymour Douglas (Army) has 
returned to Fairchild Publications, 
New York, as promotion manager 
of Retailing Home Furnishings. 
Hank Booraem (Navy) has been 
named producer and director of 
the Philco “Radio Hall of Fame” 
ABC series, succeeding Eddie 
Saulpaugh, director, and Russell 
signed to write and _ produce 
package programs. 

Wilbur Wensley (Army) has re- 
joined G. M. Basford Company, 
New York, as account executive. 
Frank Merriman (AAF) has 
joined Willard B. Golovin Com- 
pany, New York, as production di- 
rector. 

Tom De Huff (Army) has joined 
Consolidated Edison Company of 
New York, as copvwriter. 

Capt. Leonard Rich (Army) has 
joined D. H. Ahrend Company, 
New York direct mail organization, 
as account executive. 

Lt. Col. Somerset R. Waters 
(Army) has joined Crowell-Col- 
lier Publishing Company, New 
York, in the newly-created posi- 


Maj Wyatt E. Dunkelbarger has 
been appointed account executive 
and director of the radio division 
of J. M. Hickerson, Inc., New York. 

Vernon C. Myers (Army) has re- 
joined Look as west coast adver- 
tising manager. 

Capt. Robert Russell (Army) has 
been appointed radio director of 
Lester Harrison, Inc., New York 
agency. 

Ex-servicemen who have re- 
turned to the McGraw-Hill Pub- 
lishing Company’s central district 
sales and sales promotion staff in 
Cleveland are Lt. Vaugh Dissette 
(Army), Capt. John R. Thomas 
(Army), T/Sgt. Jack C. Conyers 
(Army) and Lt. Richard M. Ward 
(Navy). 

Lt. Sumner Rulon-Miller Jr. 
(Navy) has joined Ferry-Hanly 
Company, New York, in the mer- 
chandising department. 


Woodell Joins JWT 


Lt. Shirley Woodell (Navy) has 
joined the international depart- 
ment of J. Walter Thompson Com- 
pany, New York. 

Lt. Comdr. James L, Chisholm 
has been appointed production 
service manager of J. R. Pershall 
Company, Chicago. 
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Sidney S. Canter has returng 
to Packard Paper Box Company 
Malden, Mass., as president ap, 
sales manager. Henry Canter re 
turns as production manager. 

Lt. Comdr, Douglas C. Lance ha; 
been appointed advertising map. 
ager of Oil, published by Mille: 
Freeman Publications, Los Ap, 
geles. 

Arvid Hamrin (Army) has re 
joined Standard Rate & Data Sery 
ice as a member of the sales staff 
in New York. 

Lt. Comdr. Herbert D. Straus 
has returned to Grey Advertising 
Agency, New York, as account ex 
ecutive. 

W. L. Cook (Canadian Army) 
has resumed his former duties a 
production manager of Vicker 
and Benson, Toronto agency. 


Lt. Charles Rundall (Navy) an¢ 


Lt. Michael J. Kelly (Navy) have 


joined the sales staff of the Chi 
cago office of O’Mara & Ormsbee 
newspaper representative. Fred 
erick M. Shaine (USCG) ha 
joined the New York office’s sale 
staff. 

Bernard Jennings (Navy) ha 
joined McCann - Erickson’s Lati 
American division. After a train 


FIELD.... 


SUN's lina 
ge 

and position 

in five-paper 


field 


1,881,301 


(Sth 


1942 


A 
in 


department 


2,945,521 


2,815,061 
(2nd) 


2,305,079 
(3rd) 


1943 
1945 


store advertising... 


Among the revealing criteria of any newspaper's advertising potency 


is its department store linage . . . 


particularly when its rates will stand 


steady scrutiny. Consistent gains in department store linage are proof 
positive the big local merchants consider the medium a “‘must”.. . 
evidenced by The Sun’s quick rise in favor with Chicago’s department 
stores: from fifth in 1942 to second in the five-paper Chicago market 


in 1945—with more than a million-line rise in the four years . . 


- £C- 


freshing proof The Sun's ever-increasing potency is a tonic any na- 
tional advertiser might do well to pause and consider. source: Media Records 


THE CHICAGO SUN 


400 West Madison St., Chicago 6, Ill. ¢ 250 Park Ave., New York 17, N. Y. 


National Representatives: THE BRANHAM 
CHICAGO: 360 North Michigan Avenue. 


COMPANY 


NEW YORK; 230 Park Avenue 


Atlanta + Charlotte « Dallas « Detroit «Kansas City+ Los Angeles « Memphis « St. Louis «San Francisco 


ACTUAL 
SIZE 
@* x 12 “ 


WRITE FOR RATE CARD AND 
DESCRIPTIVE FOLDER 


NATIONAL FURNITURE 


PUBLISHED BY NATIONAL RETAIL FURNITURE ASSOCIATION @ 666 LAKE SHORE DRIVE e CHICAGO !! 


Soll the Leaders and You Sold the 


YOUR MOST POWERFUL f-issu : 
SELLING FORCE IN THE HOME FU 


THE ANNUAL DIRECTORY 


ISSUE OF NATIONAL FURNITURE REVIEW 


HERE YOU WILL INFLUENCE THE EXECUTIVES WHO BUY FOR THE 
FURNITURE STORES WHICH DO 80% OF THE INDUSTRY VOLUME 
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ing period in the foreign depart- | 
ment of the agency’s New York 
office, he will be located in Buenos 
Aires. Lt. G. Lester Williams and 
Arthur E. Wible (Navy) have re- 
joined the agency as assistant to 
the vice-president, J. L. Deane, 
head of the Standard Oil Company 
of N. J. account group, and as 
manager of the traffic department, 
respectively. 

Lt. Carroll R. Layman (Navy) 
has been appointed account ex- 
ecutive of T. R. Bauerle Advertis- 
ing Agency, Chicago. 

Comdr. George Dixon has re- 
turned to Tide Water Associated 
Oil Company, San Francisco, as 
head of the aviation sales division. 

Paul Connolly (Army) has re- 
turned to the Yankee Network, 
Boston, as publicity director of 
WNAC and the network. 

Wally Dunn (Navy) and Leon 
Betz (Army) have rejoined the 
sales staff of KOCY, Oklahoma 
City. 


Gerken Rejoins WGN 


Edward Gerken (USCG) has re- 
turned to the sales department of 
WGN, Chicago. 

Capt. Kenneth C. Shenton 
(AAF) has been named associate 
art director of Wilson, Haight & 
Welch, Hartford and ‘New York 
agency. 

T/Sgt. Eugene A. LaMont (AAF) 
has been appointed local advertis- 
ing manager of the Democrat- 
Herald, Albany, Ore. 

Lt. John F. Houlihan Jr. (Navy) 
has joined the Oakland office of 
Houlihan Advertising Agency as 
account executive. 

Henry Flynn (Navy) has re- 
turned to KNX, Los Angeles, as a 
member of the national sales staff. 

Capt. Theodore D. Mandelstam 
(Army) has rejoined the creative 
staff of H. J. Kaufman & Associ- 
ates, Washington. 

Robert R. Buisson (AAF) has 
joined the sales staff of Lorenzen 
& Thompson, Detroit, national ad- 
vertising representative for news- 
papers. 


Peter to Schwimmer & Scott 


Charles J. Peter (Army) has 
joined the art staff of Schwimmer 
& Seott, Chicago. 

R. T. Holroyd has been ap- 
pointed promotion manager of the 
merchandising newspapers. di- 
vision of Maclean-Hunter Publish- 
ing Company, Toronto. L. R. Beg- 
ley has been named Montreal edi- 
torial and advertising manager for 
a group of business papers in the 
merchandising newspaper division. 


Many Return to Agencies 


Charles D. Pettengill (Army) 
has rejoined the staff of W. Earl 
Bothwell, Pittsburgh agency, as 
copy chief and head of the plans 
board. 

Melvin R. Freeman (Navy) has 
returned to National Fire Protec- 
tion Association, Boston, as direc- 
tor of public relations. 

Kenneth Bicknell (USMC) has 
joined the staff of Wilson Adver- 
tising Agency, Cincinnati, as copy- 
writer. 

Capt. Paul Church Harper Jr. 
(USMC) has been added to the 
copy staff of Needham, Louis & 
Brorby, Chicago. Jason Dudley 
Harvey (Army) has joined the art 
department of the agency. 

Hal Kurnit (Army) and Len 
Janklow (Army) have returned to 
the staff of Fashion Advertising 
Company, New York, as art direc- 
tor and assistant, respectively. 

Pathfinder has added two re- 
cently discharged veterans to its 
sales staff: Robert Watts (Army) 
in Chicago, and Dana W. Hull 
(Army) in Philadelphia. 

Maj. Robert L. Kaiser (Army) 


Photostot divisions 

540 N. MICHIGAN AVE. 
185 N. WABASH AVE. 
410 N. MICHIGAN AVE. 
111 E DELAWARE PL. 


MA, Photography 540 N. MICHIGAN AVE. 
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has been appointed to the newly 
| created position of 
manager of DIF Corporation, Gar- 
wood, N. J. 

Lee Hackley (Army) has joined 
the western office of American 
Druggist, covering Chicago ac- 
counts. 

Lt. Comdr. Robert C. Foster has 
resumed his position as owner and 
manager of the New England 
Radio Advertising, regional station 
representative located in Boston. 

Ken Hall has joined the promo- 
tion department of the Chicago 
Tribune-New York News Syndi- 
cate, Inc. 


Two Join Ellinwood 


Comdr. Philip F. Shepherd and 
Lt. Robert B. Davison (Navy) 
have joined Ellinwood Industries, 
Los Angeles, as director of-sales of 
the marine equipment division and 
as western division sales manager 
of the farm equipment division, 
respectively. 

Seymour Cohen and Adie Marks 
have resumed active management 
of the Gulf State Advertising 
Agency in Houston. 

Eugene L. Friedman (Army), 
P. Pearse O’Sullivan (RCAF) and 
Glen Maitland (USMS) have been 


‘of W. B. Doner & Co., 


|appointed sales representatives of | 
advertising | 


Vincent Edwards New 
York. 

Maj. Jack Manion has been 
named manager of the meat pack- 
ers’ division of Milprint, Inc., Mil- 
waukee. 

Linn to Maxwell 


Richard R. Linn (Army) has 
joined the Maxwell Advertising 
Company, St. Louis, as vice-presi- 
dent in charge of the creative art 
and production. 

Wilfred B. Doner has returned 
to resume his duties as president 
Detroit. 
Henry Brenkus has rejoined the 
agency as production manager. 

Maj. Lester G. Bruggemann Jr. 
has joined the Hartford office of 
Charles W. Hoyt Company. 

Lt. W. J. Newens (Navy) has 
been named account executive of 
Allen & Reynolds, Omaha. 

William H. Leary Jr. (Army) 
has joined the research depart- 
ment of Ralph H. Jones Company, 


& Co., 


Cincinnati, as market research an- | 


alyst. 


has joined the promotion staff of 
| Farm Journal, Philadelphia. 


James A. Rasley Jr. (Army) has. 


joined Lyon Advertising Agency, 
Des Moines, as production direc- 
tor. 

Peter A. GaBauer (Navy) has 
returned to Chasers, Inc., New 
York, breath tablet manufacturer, 
as vice-president in charge of ad- 
vertising and sales promotion. 

Richard E. James (American 
Red Cross), formerly with Peck 
Advertising Agency, New York, 
has joined Erwin, Wasey & Co., 
New York, as an account execu- 
tive. Lt. William H. Tirrell (Navy) 
has joined the agency’s radio de- 
partment. 

Robert D. Thomas (Army) has 
rejoined WBNS, Columbus, O., as 
Eastern manager of national sales. 

Lt. James S. MacVicker (Navy) 


/has resumed his post as assistant 


account executive with Ruthrauff 
& Ryan, New York. 


Capt. Lloyd G. Whitebrook 
(Army) has rejoined Ben Sack- 


|heim, Inc., New York, as vice- 


Sgt. Bill Sheker has rejoined the | president. 


art staff of Critchfield & Co., Chi- | ; 
CPO Edward J. Watts (Navy) | 


cago. 


Lt. John C. Taney II (Army) have joined the Eagle - Tribune, | 


Lt. Edward Coffey (Army) and 
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Lawrence, Mass., as display adver- 
tising salesman and classified ad- 
vertising manager, respectively. 

Lt. (j.g.) Philip G. Perdue, for- 
merly with the U. S. Department 
of Agriculture, has joined the New 
York office of Agricultural Adver- 
tising & Research, Inc., as copy- 
writer. 

Donald F. Mikkelsen (Army) 
has joined American Magazine as 
advertising sales representative on 
the West Coast, with headquarters 
in San Francisco. 

Of Ladies’ Home Journal’s 30 
advertising representatives, 10 are 
ex-servicemen, including (New 
York office) Lt. Albert S. Goustin 


(Navy) and Lewis P. Ogle 
(RCAF); (Cleveland) Lt. (j.g.) 
Elmer O. Wayne and Richard L. 


Weekly Automotive Trade Newspaper 
pees the 11 Western States 

lst in California (rated 2nd in Retail Sales, 

lst in Auto Registry) 

. Ist in Los Angeles County (rated 8rd in 
Retail Market Area, ist in Automotive 
ae 

lst to Service Stations, Car Dealers, Auto 
Repair Services in oa Western States 
| Main Office—i700 West -» Los War? aed 14 
San Franciseo (5), Hd Market Bt. 
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Cullen; (Chicago) Scotson Webbe 
and (Boston) Lt. (s.g.) Walter E. 
Brooker. Capt. Thomas G. Bren- 
nan (AAF) is with the promotion 
department. 


Reeves to Goodrich 


Lt. Comdr. Robert Lee Reeves 
has joined the replacement tire 
sales division of B. F. Goodrich 
Company, Akron. 

Comdr. Berk Anthony has been 
placed in charge of production of 
Telefilm Studios, Los Angeles. 

Joseph L. Stenek (Army) has 
joined Kersting & Co., New York, 
public relations firm. 

John L. Gwynn and David B. 
Williams have joined the traffic 
control department of Erwin, 
Wasey & Co., Chicago. Boyce S., 
McCoy (Navy) and Chandler 
Bates Jr. (Army) have joined the 
agency’s media department and 
production department, respect- 
ively. 

Ex-servicemen recently returned 
to Benton & Bowles, Inc., New 
York, include Jack Barry (Ma- 
rines) and Arthur Keenan (Army) 
to the traffic department, and Jerry 
Brooks (OWI and Army) to the 
copy department. 

Sam Katz (Army), formerly art 


director for David Wiels & Sons, 
New York litho company, has 
joined Grant & Wadsworth, Inc., 
New York advertising and market- 
ing organization, to specialize in 
package engineering and design- 
ing. 


Oboler Discusses Radio 


Arch Oboler, outstanding radio 
playwright, was principal speaker 
at the dinner session of the an- 
nual radio conference on station 
problems, on Saturday, March 9, 
in Oklahoma City. On the same 
evening, Paul Walker, member of 
the Federal Communications com- 
mission, received a bronze plaque 
for his achievements in the field 
of communications. 


Bosch Publishes Record 


American Bosch Corporation, 
Springfield, Mass., manufacturer 
of magnetos, starting vibrators, 
fuel injection pumps and other 
vital plane parts, has published 
a brochure, “Notes From The War 
Record of American Bosch,” a 
comprehensive review of the com- 
pany’s contributions to war pro- 
duction. 


‘American Weekly’ 
Runs 48 Pages 


For the first time since the new 
size was inaugurated on Jan. l, 
1944, The American ‘Weekly has 
run an issue of 48 pages. The 
March 10, 1946 magazine contained 
14 full page advertisements in 
color or black and white, and 12 
pages of smaller black and white 
advertising. Total revenue ex- 
ceeded by several thousand dollars 
the Nov. 11, 1945 issue which was 
the largest up to this time. 


Art Collection Moves 


Container Corporation of Amer- 
ica’s collection of paintings, ‘““Mod- 
ern Art in Advertising,” featuring 
material used in the company’s 
ads, has moved from the Art Insti- 
tute, Chicago, to Philadelphia 
where it will be on view until 
March 31 at the Art Alliance. 


Americana to Swertiager 


American Corporation, New 
York, has appointed Walter M. 
Swertfager Company, New York, 
to handle the advertising of its 
Encyclopedia Americana. 


Washington scuttlebutt names 
Philip M. Hauser, assistant to the 
Secretary of Commerce and as- 
sistant director of the Bureau of 
the Census, as eventual successor 
to Dr. Isadore Lubin as Commis- 
sioner of Labor Statistics and di- 
rector of the Bureau of Labor Sta- 
tistics. Dr. Hauser is currently 
planning Secretary Wallace’s re- 
vamping of the Commerce Depart- 


ment. 
ok ok ok 


No one is talking about it, but 
the Traffic Audit Bureau (sup- 
ported by the outdoor advertising 
industry) is all set to make one 
of the most comprehensive tests of 
outdoor circulation which has ever 
been attempted. The test is set 
for Fort Wayne, Ind., and is almost 
certain to set a pattern for similar 
measurements in other markets. 
One of the features is said to be 
the recording of all auto licenses 
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Honest, that’s what the man wrote. 
That comment — along with such nice words 


as “this 


is a swell 


idea” — came from a 


HUNTING & FISHING sportsman out in 


Beatrice, Nebraska. 


Our friend was referring to the informal ques- 
tionnaire which over 374,000 readers found in the 


March issue 
Fishing. It 
ing, undigni- 
—andit’s 
dous results! 


BE 


of Hunting and 
was brash, pry- 
fied, impudent 


getting tremen- 


Even now, as completed questionnaires still 
pour in, Hunting and Fishing has ample evidence 


that (a) the ques- tions tick- 
led the funny bone of its vast 
nationwide audi- ence, (b) 
the famed respons- iveness of 
Hunting & Fishing sportsmen is no myth — a 


huge percentage of its readers have already filled 
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out and returned the detailed quiz, and (c) the 


survey will 
market facts 
looking for 
medium in 


disclose valuable 
for advertisers 
the best selling 
the outdoor field. 


As soon as all returns are in, we'll give you 


the full story. Meanwhile, 


getting in touch with Secretary é 


Vinson... 


“The Vox Pop of the Sporting Field" 


we're 


275 NEWBURY ST., BOSTON 16, MASS. 


which pass certain poster locations 
during a 12-hour or longer period 
so that the point of origin of the 
traffic can subsequently be plotted. 


* * %* 


Ballard & Ballard, which has 
been testing its Oven-Ready bis- 
cuits in the Chicago market for a 
year, has decided to pull out. It’s 
not the flour situation this time, 
however. The company has dis- 
covered that, while the product 
has sold well in the South for some 
years, eating habits north of the 
Mason-Dixon line are not con- 
ducive to good sales. Hot biscuits 
are not enough of a menu-must to 
gain favor even when they’re pro- 
vided all ready to pop into the 
oven, 

* * * 

Suit shortages are giving men’s 
clothing manufacturers an aggra- 
vated style headache. They’re 
afraid inability to get suits will 
still further increase the trend to- 
ward “sports” wear—complemen- 
tary, rather than matching coats 
and trousers. Many of them think 
the vest has already become a war 
casualty, and will tend to disap- 
pear altogether. 


* &¢ ** 


Salute, the new civilian maga- 
zine in Yank format and staffed by 
former Yank and Stars and Stripes 
personnel, is being given the cold 
shoulder by Union News Company, 
which has most of the railroad and 
subway newsstands. Salute sold 
80% of its newsstand copies in the 
first four hours on New York 
stands. Initial print order was 
306,000, and it will probably run 
325,000 to 350,000 on the second 
issue and 400,000 on the third, bar- 
ring customary paper difficulties. 


ok * * 


Executives of the Broadcast 
Measurement Bureau expect that 
about 10% of station members will 
resign when its first audit reports 
are published, probably at the time 
of the annual meeting of National 
Association of Broadcasters, next 
fall, and that a much larger num- 
ber will be dissatisfied with the 
findings. Most of the resignees, 
however, are expected to come 
back. 

Meanwhile, a leading rival of 
Cooperative Analysis of Broad- 
casting in the field of radio audi- 
ence measurement now predicts, 
privately, that CAB will fold this 
year. 


Shubart Opens Office 


Harry E. Shubart, recently re- 
leased as a major in the AAF and 
at one time managing editor of 
ADVERTISING AGE, has opened his 
own offices as public relations con- 
sultant at 520 Boston building, 
Denver 2, Colo. 


Liggett Incorporates 

Carr Liggett Advertising Agency, 
Cleveland, has announced its in- 
corporation as of Jan. 2. The offi- 
cial name is now Carr Ligget! 
Advertising, Inc. Personne] and 
office location remain unchanged. 


— | 


Plastics Wold 


"| like new product publications 
... and | like controlled circu- 
lation for its quick action and 
bulls-eye aim.” 


Adv. Mgr. of a Machinery Co. 
Circulation over 27,000 
CLEWORTH PUBLISHING CO., INC. 
551 Fifth Ave., New York 17, N. Y. 


Also Publishers of The PLASTICS BUYER 
and PLASTICS NEWS LETTER 
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Universal Starts 
$1,000,000 Series 
on Appliances 


New Britain, Conn., March 7.— 
Landers, Frary & Clark will fol- 
low up its “‘U’ Plan for Better 
Living” magazine advertising cam- 
paign in 1946 with a new theme— 
“Designed for beauty . per- 
fected for performance,” around 
which it will build its promotion 
‘tor Universal appliances and 
housewares. The company has ap- 
propriated nearly $1,000,000 for 
advertising and promotion, and 
will feature during the first six 
months of this year its Coffee- 
matic, pressure cooker, iron and 
other major appliances. 

Fifteen national magazines will 
carry four-color page copy dis- 
jlaying Universal appliances sil- 
1ouetted against a background of 
he complete lines Magazines 
:cheduled include American Home, 
83etter Homes & Gardens, Bride’s 
Vagazine, Country Gentleman, 
Electricity on the Farm, Farm 
Journal, Good Housekeeping, 
Ladies’ Home Journal, Life, Look, 
McCall’s, Parent’s, Sunset, The 
Saturday Evening Post, and Wom- 
in’s Home Companion. Export and 
3outh American publications which 
will also be used include Cine- 
Mundial, Norte, Selecciones, Time 
ind Radio y Articulos Electricos. 
Wortman, Barton & Goold, Inc., 
Yew York, handles the account. 


Ivey & Ellington 
Gets Red Star's 
$250,000 Account 


Milwaukee, March 6.—Red Star 
Yeast & Products Company has 
appointed Ivey & Ellington, Inc., 
New York, to handle its advertis- 
ing effective April 1. The account 
was formerly handled by Camp- | 
bell-Mithun, Inc., Chicago. 

Red Star yeast, yeast food, malt 
syrup and bakery products were 
advertised on a budget approach- 
ing $250,000, it is reported. New 
advertising plans for the account 
are now being formulated. 

The company’s extensive line of | 
yeast and bakery products are dis- | 
tributed nationally with the ex-_ 
ception of the metropolitan New | 
York, New England and some West | 
Coast markets. 


Proesch Joins Homix | 

Larry Proesch, for many years | 
with Colgate-Palmolive-Peet Com- 
pany, Jersey City, in charge of | 
lest town operations, has joined | 
Homix Products, Inc., New York. | 
nanufacturer of Oz ice cream mix, 
‘S general sales manager. The) 
wrodnct is being introduced in the | 
New York area and a series of | 


fest towns in the South. 


urz Names Pomazal 


_Jesse W. Pomazal, formerly with | 
he company’s engineering depart- | 
ent, has been named sales engi- | 
leer in charge of all sales activi- | 
les of Kurz and Root Company, 
Appleton, Wis., manufacturer of | 


enerators, motors and generator | 
ets 
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Two Join ‘China & Glass’ 


Richard P. Ciffin, formerly ad- 
vertising representative for the 
Paris edition of the New York 
Herald Tribune, and Patricia Play- 
ter, formerly with Haire Publica- 
tions, New York, have joined 
China & Glass, Pittsburgh pub- 


lication. They will make their 
headquarters in the New York 
oflice. 


Elects Tatman, Avery 


J. S. Tatman, vice-president of 
Compressed Air & Gas Institute, 
has been elected chairman of the 
board of Roots - Connersville 
Blower Corporation, Connersville, 
Ind. John Avery, previously man- 
ager of the blower and compressor 
department of Allis-Chalmers Mfg. 
Company, Milwaukee, has been 
elected president and general man- 
ager of the corporation. 


Sugar Foundation 
Appoints Mathes 
for Ad Campaign 


New York, March 6.—The Sugar 
Research Foundation, Inc., an or- 
ganization of the producers and 
processors of cane and beet sugar 
in the United States, Hawaii, 
Puerto Rico, Cuba, Canada and 
Haiti, has appointed J. M. Mathes, 
Inc., to handle its public relations 
and advertising. This is the first 
time the organization has had an 
advertising agency. 

Details as to the type of adver- 
tising to be carried on by the 
Foundation are still in a formative 
stage. Its principal expenditures 
in the past have been for grants 


to research workers and scholars 
which totaled $415,875 last year. 


On a Pro-Rated Basis 


The Foundation’s funds come 
from producers and processors on 
a pro-rated basis. Its charter pro- 
vides, in addition to the carrying 
on and endowment of scientific re- 
search, for the dissemination, “by 
advertising and otherwise,” of in- 
formation as to the uses, pur- 
poses, utility and effects of sugar. 

“No part of the activities of the 
corporation,” the charter says, 
“shall be the carrying on of propa- 
ganda, or otherwise attempting to 
influence legislation.” 

Mathes also handles the accounts 
of the Pan-American Coffee Bu- 
reau and the International Salt 
Company. 
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National Enameling 
Shifts Sales Execs 


W. L. Hacker, formerly Chicago 
sales manager of Butler Brothers, 
has been appointed sales manager 
of the national accounts division 
of National Enameling and Stamp- 
ing Company, Milwaukee. He will 
make his headquarters in the Mer- 
chandise Mart, Chicago. Mr. 
Hacker succeeds George M. Douma, 
who has been named district sales 
manager for the 11 western states, 
with offices in the Western Mer- 
chandise Mart, San Francisco. 


Blanchard Joins Cairns 
Geraldine Blanchard, former 
space buyer for Fashion Advertis- 
ing Company, New York, has 
joined John A. Cairns & Co., New 


York, as assistant to Blanche 
Stearns, head of the media de- 
partment. 


PHILIP LIEBMANN 
Vice President 
Liebmann Breweries 


“The Sun is a sound, conserva- 
tive, couragéous newspaper. 

have great admiration for George 
Sokolsky and David Lawrence 
—they’re champions of Ameri- 
can principles, and the ‘Who’s 
News Today’ profiles by Delos 
W. Lovelace always amuse me.” 


GEORGE E. RUPPERT 
President 
Jacob Ruppert Brewery 


“I have been a daily reader 
of The Sun for fifty years 
—I can remember when it 
was a morning newspaper, 
in my boyhood. I like to 
look at the masthead, 
which has not changed in 
all these years. Your gen- 
eral news, financial section 
and sports features are 
particularly outstanding.” 


EDWARD B. HITTLEMAN 
President 
Edelbrew Brewery, Inc. 


“Carlton Shively’s financial news, 
‘Hi’ Phillips column, the ‘Where 
to Dine’ section and the golf 
write-ups are my favorite fea- 
tures in The Sun. I like its con- « 
servative attitude in presenting 
the news.” 


R. J. SCHAEFER 
President 
F. & M. Schaefer Breweries 


ways makes me relax.” 


“I find The Sun a very reliable 
and enjoyable newspaper. I like 
its editorials and I wouldn’t miss 
‘Hi’ Phillips — sometimes he 
makes me smile and sometimes 
he makes me weep, but he al- 


BREWERY EXECUTIVES 


The Sun is complimented to number among 
its readers a high proportion of industrial 
leaders whose opinions of newspapers, as well 
as business matters, are a criterion. Their ac- 
claim gives impetus to the report of the L. M. 
Clark organization, whose independent re- 
search rates The New York Sun “one of 


America's best read metropolitan dailies." 


Ohe 


NEW YORK 
Represented in Chicago, Detroit, San Francisco and 
Los Angeles by Williams, Lawrence & Cresmer 
Company; in Boston, Tilton S. Bell 


Sun 
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Wallace Tosses 
Ball fo Industry 
on Standards Work 


(Continued from Page 1) 
terprise to take over some of the 
functions of clearing and publish- 
ing trade and commercial stand- 
ards which have hitherto been 
carried out by the divisions of 
simplified trade practices and com- 
mercial standards of the National 
Bureau of Standards. 

Secretary Wallace said that “to 
the extent that the American 
Standards Association reorganizes 
its procedures in accordance with 
the recommendation of your com- 
mittee so that it can perform trade 
standard services to the satisfac- 
tion of all the groups with an 
interest in standards, the Depart- 
ment is prepared to encourage the 
use of the facilities of the Ameri- 


can Standards Association for the 


|initiation, development and pub- 
lication of standards.” 


At another point, he made it 
clear that this encouragement 
would come “when the associa- 


tion’s facilities are adequate.” 
Big New Job 


For the ASA, this means an 
extension of its activities, which 
have hitherto been largely in the 
promulgation of standards for in- 
dustrial goods, into the consumer 
goods field with all its accompany- 
ing pressures and controversy. 

ASA, which publishes its Amer- 
ican Standards only on the basis 
of complete agreement of all 
groups affected and only after a 
request for writing and publica- 
tion of standards has been made 
to it, will now probably seek to 
enlist the cooperation, financial 
support and new membership of 
consumer goods industries, con- 
sumer organizations, advertising 
groups and trade union organiza- 
tions. 


Howard Coonley, chairman of 


|ASA’s executive committee and 
former chairman of the board of 
|'the Walworth Company, told Ap- 
|VERTSING AGE that “I would like 
|to see the principal advertising 
| associations like the Association 
‘of National Advertisers and the 
American Association of Adver- 
tising Agencies support and par- 
ticipate in the work of the ASA.” 


Needs Money and Support 


| Mr. Coonley listed three princi- 
pal needs of the ASA before it 
can meet the challenge presented 
in Secretary Wallace’s letter. These 
are money, expert personnel and 
membership. 

The ASA last year operated on 
a budget of approximately $300,- 
000, $135,000 of which came from 
the government to support its 
work with the various Depart- 
'ments. Mr. Coonley stated that to 
fulfill the functions to which it 
|is committed by the Wilson com- 
|mittee report and by Secretary 
| Wallace’s acceptance of the ob- 
|jectives of that report, ASA will 
need more than $500,000, all of 


M7 rhe Farm South's 


On every side you hear of the 


revitalized 


Southern farm market. Now the figures 
prove it. 
Look . . . 16 southern states possess 35.6% 


of the SPENDABLE farm income of the 


whole U.S.A. 


Not total farm income, but spendable farm 
income. In other words, farm net profits. 


Note this percentage well .. . 


cant. And note, too, how Southern Agricul- 
turist reflects this new vitality 


represents, 


timely features, its sound instruction, its 
wholesome entertainment. This fine old farm 
magazine has over 900,000 subscribers wait- 
ing to read your advertisements. 


is is signifi- 


Note its helpful articles, its 


the figure 
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*Source: Crops and Markets, U. S. Department of 


Agriculture, October, 1945. 
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which he hoped would come from 
private industry. 

One step to broaden the mem- 
bership of the ASA in accordance 
with the recommendations of the 
Wilson committee has already 
been taken. Its constitution has 
been changed to provide for three 
members-at-large in the board of 
directors, to be filled initially by 
a consumer leader, a retailer and 
the publisher of a mass circulation 
magazine. The advisory committee 
on ultimate consumer goods of the 
ASA now has representatives of 
the principal consumer and labor 
groups in its membership. 


Many Association Members 


In the member bodies of the 
ASA now are such groups as the 
Automobile Manufacturers Asso- 
ciation, National Electrical Manu- 
facturers Association, Outdoor Ad- 
vertising Association of America, 
Radio Manufacturers Association 
and the principal photographic 
manufacturers. As associate mem- 
bers ASA has such groups as the 
Association of Gas Appliance and 
Equipment Manufacturers, Com- 
mittee on Consumer Relations in 
Advertising, National Association 
of Wool Manufacturers, National 
Federation of Textiles and Na- 
tional Retail Dry Goods Associa- 
tion. 

It will need many more mem- 
ber bodies of the same type. The 
Wallace letter leaves the door 
open for ASA to be the clearing 
house for all standards activities 
which involve negotiation, opin- 
ion, judgment or compromise. 
Such a recommendation was made 
in a supplementary report of the 
Wilson committee on Dec. 22, 
1945, which gave the consensus of 
the recommendations of a group 
of consumer and labor representa- 
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that they were government stanq. 
ards. 

The Wallace letter and tty, 
changes in the Department ,; 
Commerce make it possible fo, 
private enterprise to take over the 
promulgation of standards whi 
the governmental agencies carry 
on the functions of technica! re, 
search, economic and market re, 
search, testing, measurement ang 
technical assistance to private 
groups. 

The supplementary Wilson re. 
port also recommended that *, 
certificate and labeling procedure 
should be developed by the ASA 
for the guidance of anyone whe, 
he elects to use a standard. En. 
forcement enters the picture only 
if misrepresentation occurs an¢ 
the matter then comes under the 
jurisdiction of the Federal Trade 
Commission.” In effect, this leaves 
the door open for voluntary in, 
formative labeling or even vol; 
untary grade labeling. 


ASA Procedures Changed 


Mr. Coonley anticipates that re, 
quests from consumer goods in- 
dustries and _ other interested 
groups for the writing of stand 
ards will “be gradual and pretty 
sane.” ASA has revised its meth- 
ods of work so that the technica 
aspects have been simplified and 
decentralized, while the routine 
approval of standards has bee 
streamlined so that, instead of the 
approval of the full standards 
council being needed, such func- 
tions will now come under a ju- 
dicial board of review. 

The establishment of the judicial 
board of review system makes 
ASA procedure much more adapt- 
able for extension from the rela- 
tively objective fields of engineer- 
ing, chemistry, metallurgy, etc, 
into the controversial fields of 


tives. The contents of this report 
have been kept secret until today. | 
All Standards Voluntary 
The supplementary Wilson re-.| 
port stated that the consumer, | 
labor and educational representa- 
tives attending the hearing recom- 
mended that the Bureau of Stand- 
ards should: undertake the ‘“pub- 
lication and enforcement by and 
under the name of the National 
Bureau of Standards” of all stand- 
ard specifications, The policy com- 
mittee comment on this recom- 
mendation pointed out that trade 
standards and simplified practice 
recommendations are actually vol- 
untary standards of the trade, but 
that their publication by the gov- 


consumer goods. 
Consumer Leaders Skeptical 


Among consumer leaders here 
there is a feeling that the Wallace 
letter was written in the belie! 
that important segments of Con- 
sumer goods industries would noi 
cooperate with any program {fo 
the drafting of standards ani 
specification, and that regardless 
of the changes ASA makes it will 
not be able to get cooperation 
from these industries. 

These consumer representatives 
say that Secretary Wallace wai 
aware of this in “passing the 
buck” to the ASA and that the 
government will eventually ¢ 


ernment created the impression 


able to take back the functions it 
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has apparently abrogated, on the|' 


ground that private enterprise has 
fallen down on the job. They 
point out that an influential group 
of consumer goods leaders has 
opposed all standards and specifi- 
cations on the ground that an 
established brand name is a suffi- 
cient guarantee to the consumer. 

Mr. Coonley points out that for 
his own company, which makes 
valve and pipe fittings, the writ- 
ing and publication of standards 
have resulted in an increase in 
the sales of higher-priced, higher- 
profit, higher-quality goods. He 
states that the same result was 
found by chain stores in the sale 
of packaged consumer goods after 
the institution of informative 
labeling. 


No Conflict Seen 


According to Mr. Coonley, there 
is no conflict between the estab- 
lishment of standards in articles 
such as clothing or soap, for ex- 
ample, since these do not extend 
to factors like style and scent and 
would not interfere with the pro- 
motion of brand names. “I should 
like,” he said, “to see the Brand 
Names Research Foundation join 
in the work of the ASA.” 

He pointed out that ASA’s goal 
of more than $500,000 was insig- 
nificant in comparison with the 
amounts spent by the government 
on standards, for example: $5,- 
500,000 by the Department of Ag- 
riculture and $2,400,000 by the 
Treasury Department. 

The greatest part of the govern- 
ment expenditures are in scien- 
tific and technical work, whereas 
ASA acts only as a clearing house. 

The influence of the war lent 
great impetus to the development 
of standards and broadened the 
scope of ASA’s work enormously. 
ASA now has new projects under 
way in the fields of packaging, 
paper sizes, a dictionary of optical 
terms, international cooperation, 
government relations, etc., as well 
as its consumer goods planning. 

It is now a federation of 94 
associations headed by Henry B. 
Bryans. Mr. Coonley’s executive 
committee is concerned with the 
two principal tasks facing the 


ASA in its reconversion to new) 


operations—public relations and 
financing. 

The policy committee on stand- 
ards headed by Mr. Wilson was 
appointed by the Secretary of 
Commerce Jan. 12, 1945, follow- 
ing a conference on standards of 
50 business leaders. A meeting of 
this committee is planned at the 
end of March to consider Secre- 
tary Wallace’s letter, ADVERTISING 
AcE has learned, and no statement 
will be made by the committee 
until that time. 


Buys American Products 


Thomas E. Wood, Cincinnati in- 
surance executive, has acquired 
controlling stock in American 
Products Company, Cincinnati, 
mail order food, drug and cos- 
metic organization, and will serve 
as chairman of the board of di- 
rectors. Other management and 
personnel will remain unchanged. 


To Florida Advertising 


Miss Neal Chapline, formerly on 
the staffs of WSPB in Sarasota 
and WMBR in Jacksonville, has 
joined the writing staff of the 
Florida Advertising Commission. 


“A Bit of Paris in New York” De 7] 
Ld Tpeld 
qe" 
“Est. 1906 $3 
FRENCH RESTAURANT 


REAL FRENCH CUISINE 
LUNCHEON From $1.50 
DINNER From $2.00 
Famous French Candies 
18 EAST 52d ST. 


Crane Co. Quits 
Producers Group 
Over Lobby Issue 


Chicago, March 7.— The Crane 
Company, plumbing and heating 
equipment manufacturer, has re- 
signed from the Producers Council 
in protest against the council’s at- 
tack on the government’s low-cost 
housing program. 

Russell Creviston, president of 
Crane, told ADVERTISING AGE today 
that the resignation was forced by 
action of the council in setting up 
a special legislative committee that 


has gathered funds and is financ- 
ing “outside talent” to lobby in 
Congress against Housing Admin- 
istrator Wilson Wyatt’s $600,000,- 
000 subsidy plan. Crane Company 
policy forbids any participation in 
legislative work, Mr. Creviston 
said. Mr. Creviston is a founder 
and former president of the coun- 
cil. 

The resignation leaves the coun- 
cil without representation in the 
plumbing and heating fields. 
Others of its approximately 100 
members are understood to be 
considering resignation for the 
same reason. Although not all 
members have contributed to the 
lobbying fund, the activity is car- 
ried on in the council’s name. 

Mr. Creviston said the attack on 
the government’s program is being 
led by Lewis H. Brown, president 


of Johns- Manville Corporation, 
New York, and M. H. Baker, presi- | 0 
dent of National Gypsum Com- 
pany. 


Crain Moves to Inland 


John E, Crain 
has been trans- 
ferred from the 
advertising de- 
partment of Jo- 
seph T. Ryerson 
& Co. to the ad- 
vertising di- 
vision of Inland 
Steel Company, 
Chicago, where 
he will continue 
as assistant to 
Sates Gitlin Keith J. Evans, 

advertising 
manager of both organizations. 

Mr. Crain, until recently a cap- 


tain of combat engineers, entered 


79 


service in 1940. He was previ- 
ously with Meyer Both Company, 
Advertising Publications, and was 
editor and advertising manager of 
the “La Grange Shopping News,” 
La Grange, Ill. 


Roeder Promoted 


Edward Roeder of the advertis- 
ing staff of Popular Science 
Monthly, who recently returned 
from the armed forces, has been 
named eastern advertising man- 
ager of the magazine. 


MISSOURIS A, MARKET 
nd 


ST. JOSEPH NEWS-PRESS/ 


St. Joseph Guzette 


and 


~ HEADLINERS 


No. 17 in a series 


montage ae a 


monde, 
re 
—_ 
CS 
ceed 
= 
re 
Se 


Te 


UR current aim is to meet the demands of the pro- 


cessing industries for Hercules products—pre-war 
and war-born—which are necessary in the resumption of 


peace-time economy. 
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In this connection, The Wall Street 


A. B. NIXON, Vice President, Hercules Powder Company 


Journal is proving of inestimable value to many executives 
in this company. My thanks to the Journal's editors for their 
excellent reporting of business news so important to the 
chemical and allied industries.” 
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FCC Report Lashes - 
at ‘Ad Excesses 
in Program Review 


(Continued from Page 1) 
to broadcast one minute of tran- 
scribed music.” 


Signed by All 


The study was begun by direc- 
tion of former chairman Paul 
Porter last April, as a comparison 
of “promise versus performance” 
of licensees. It bears the signa- 
tures of the entire commission, 
including Mr. Porter. 

While highly critical of radio 
commercials, the report concedes 
that advertising in addition to be- 
ing indispensable to broadcasting 


and important to industry, also 
has its importance to the cus- 
tomer, 


Informative advertising which 


APRS, phe 


gives reliable factual data con- 
cerning available goods and serv- 
ices is itself of direct benefit to 
the listener in his role as a con- 
sumer, the report says, adding: 

“Consumer knowledge of the 
new and improved products which 
contribute to a higher standard of 
living is one of the steps toward 
achieving that higher standard of 
living.” 

Revamps Procedure 


To assure improvement in radio 
service FCC proposes, in granting 
and renewing licenses, to pay spe- 
cial attention to: 

1. Carrying of sustaining pro- 
grams, including network sustain- 
ing programs. 

2. Carrying of local live pro- 
grams. 

3. Carrying of programs de- 
voted to the discussion of public 
issues. 

4. Elimination of advertising 
excesses. 

Data to assist the commission 
will be obtained by revising ap- 
plication forms to assure full re- 
ports for all segments of the 


broadcast day for a representative 
period. When the commission is 
not satisfied “that the grant will 
serve the public interest,” a pub- 
lic hearing will be called. 


Self-Regulation Helpful 


Primary responsibility for the 
American system of broadcasting 
rests with the stations and net- 


works, FCC points out, saying that 
‘industry self-regulation through 
its trade associations “may but- 
| trees radio against the rising tide 
of informed and responsible criti- 
cism.” 

Asserting that it cannot divest 
itself of a statutory responsibility 
“for the public interest,’ FCC 
suggests that reform can be stimu- 
lated by radio listener councils 
and particularly by professional 
radio critics. 

“It is a curious instance of the 
time lag in our adjustment to 
changed circumstances,” FCC says, 
“that while plays and concerts 
performed before small audiences 
are regularly reviewed in the 
press, radio’s best performances 
performed before millions receive 


California created fashions sweep the nation with such overwhelming 
favor that we find it almost impossible to keep up with the demand. From 
approximately $70.000.000 worth of merchandise in 1939, we have pushed 


forward on seven-league boots to a safely predictable $400,000,000 of produc- 


- a 


tion this vear. Of the approximate 1.000 apparel manufacturers here. none are 


making little plans. Expansion upon expansion is the program,.for we know 


Los Angeles and Southern California are 


predestined to greatness.” 


Fred N. Cole, Chairman 
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REPRESENTED NATIONALLY BY THE 
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Last Minute News Flashes 


Sherwin-Williams Boosts Paint Ad Budget 

Cleveland, March 8.—Sherwin-Williams Company, through Newel]. 
Emmett, New York, will use 75% more magazine advertising to pro- 
mote S-W paints than was used in last year’s spring and summer 
magazine drive. The campaign will run in four colors in SEP, Ameri- 
can Home and Better Homes & Gardens, and in two colors in 14 gen. 


eral and four farm publications. 
white ads will begin this month in 


& Co. is the agency. 
Ethyl Starts Promotion on 


radio. 


A 10-week schedule of black anq 
newspapers in 280 cities. 


Vel Promotion Extended to 25 States 
Jersey City, N. J., March 8.—Colgate-Palmolive-Peet’s Vel, a sul- 
phated monoglyceride detergent powder tested last year in four hard- 
water states, has begun a newspaper campaign supplemented by spot 
radio in about 25 western, midwest and southern states. 


Wm. Esty 


New Cleaner 


New York, March 8.— Ethyl Corporation is completing 20 months 
of test promotion in six major markets for its new cleaner and wil] 
start consumer advertising late this month in newspaper and spot 
Retail distribution is under way in 20 states through Ethy! 
Specialties Corporation, and co-op dealer advertising is planned, 
Agency is Batten, Barton, Durstine & Osborn. 


consideration. 

“Responsible criticism can do 
much more than mere promotion; 
it can raise the standards of pub- 
lic appreciation and stimulate free 
and unfettered development of 
radio as a new medium of artistic 
expression.” 

In examining a station’s record 
on sustaining programs FCC said 
it wants to be sure not only that 
“a reasonable proportion of time 
is devoted to these programs” but 
also that “they are broadcast at 
hours when the public is awake 
and listening.” 

Turning to its complaint against 
advertising, the report says: “The 
public interest clearly requires 
that the amount of time devoted 
to advertising matter shall bear a 
reasonable relationship to the 
amount of time devoted to pro- 
grams.” While the commission 
“has no desire to concern itself 
with the particular length, content 
or irritating qualities of particular 
commercials plugs’—this being “a 
matter in which self-regulation by 
the industry may properly be 
sought and indeed expected’”—sta- 
tions will be asked to state how 
much time they propose to devote 
to advertising matter in any one 
hour. 

Recording its awareness that 
“the terms and conditions for pro- 
gram service must not be such 
as to block the flow of advertising 
revenue into broadcasting,’ FCC 
nevertheless argues that there are 
no economic considerations to pre- 
vent “the rendering of a consider- 
ably broader program service than 
the public is currently afforded.” 
In a series of tables outlining 


only occasional and limited critical | 


the history of broadcast revenues. 
FCC demonstrates “the tremen- 
dous increase in profits from 1937 
to 1944 (from $23 million to $90 
million).” This increase, FCC says, 
“was not due solely to the increase 
in broadcast revenues but is also 
attributable in considerable part 
to the fact that the industry has 
progressively retained a larger and 
larger share of each revenue dol- 
lar as profit and has spent a 
smaller and smaller share for sery- 
ing the public.” 


Sales Expense Up 


Breaking down total broadcast 
expenses of the major networks 
and their key stations, FCC notes 
that the proportion of each reve- 
nue dollar devoted to technical 
program and general administra- 
|tive expenses all declined be- 
tween 1938 and 1944. “The only 


increase was a 25% increase in 
|the proportion of the revenue dol- 
lar devoted to sales expense,” FCC 
said. 

An index for expenditures of 
the networks and key stations 
|showed that on a basis of 100 for 
| 1938, revenue had reached 210 by 
1944, while program expense ad- 
vanced to 196 and sales expense 
to 265. 

The report develops the idea 
that the public has a greater in- 
vestment in radio than either 
broadcaster or advertiser. In 
tangible broadcast property the 
public investment in receivers in 
an eight year period prior to 1944 
was slightly over $2 billion, 26 
times the investment of $83 million 
in network and station facilities. 

FCC said advertisers spent an 
estimated two cents per day per 


ed a 
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cjaderwriter’s 


Ss 
that Sell! 


NEONS ... PLASTICS . . . GLASS 
WOOD... METAL... COMPOSITION 


We're ready for immediate production! 
Now serving many of America’s lead 
ing Industries. Ideas and estimotes 
submitted without obligation. 


- advertising Display ©. 


1216-20 Jackson St., Cincinnati 20, 
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receiver to reach listeners while 
listeners spent an estimated 3.1 
cents per day to hear the programs 
provided. The advertiser time and 
talent expenditure was taken as 
just short of $400 million, divided 
by 55 million receivers and again 
by 365 days to get the per-re- 
ceiver-per-day estimate. 

While calling for more sustain- 
ing programs to provide program 
balance, FCC admitted that the 
commercial programs—making up 
more than half the time on the 
air—are the most popular pro- 
grams and that “the evidence is 
overwhelming” that the popularity 
»f American broadcasting as we 
know it “is based in no small part 
on its commercial programs.” 


Cites Examples 


“On networks and stations 
alike,’ FCC said, “NAB standards 
are as honored in the breach as in 
the observance.” In an analysis 
of six Washington stations for 
July 6, 1945, the report said, com- 
mercials of one minute or more 
were quite common, with more 
than 150 of that type noted in the 
test period. As ‘fan extreme case,” 
the report mentioned KMAC, San 
Antonio, with 2,215 announce- 
ments in 133 hours, an average of 
16.7 spots per hour. Spots in ex- 
cess of 1,000 a week have been 
noted on a number of stations, 
FCC said. 


The report mentions other com- | 
Hitchhikers and | 
cow-catchers so that a listener, to. 
hear two successive network pro- | 
grams, must survive five interven-| 
middle | 


mercial abuses: 


ing commercial plugs; 
commercials; patriotic appeal com- 
mercials; physiological commer- 


cials; propaganda commercials; in- | 


termixture of program and adver- 
tising. 

The commission documented the 
concentration of sustaining pro- 
grams in bad time periods and the 
failure of affiliates to carry net- 


work sustainers by listing com-| 
mercial programs substituted by | 


WCAU, CBS Philadelphia outlet, 
for CBS sustaining features. 


Praises Packaged Shows 


FCC had a pat on the back for | 


“the packaged program” as a 
“step in the right direction of re- 
turning control of programs to 
those licensed to operate in the 
public interest.’”’ Elsewhere it used 
quotations from George W. Hill, 
president of American Tobacco 
Company, and Duane Jones, agency 
head, to bolster the contention that 
advertiser control is inconsistent 
with the public interest. 

From Mr. Jones, who places 
more than 2,000 commercials a 
week, and services 26 clients, FCC 
quotes: “When we increase the 
number and length of commercials 
on the air to test our programs, 
invariably their Crossley ratings 


go up.” Mr. Hill is on record as 
saying: “Taking 100% as the total 
radio value, we give 90% to 


commercials, and to what’s said 
about the product, and we give 
10% to the show.” 

In analyzing program “imbal- 
ance,’ FCC noted the daytime 
predominance of soap operas, occu- 
Pying 55 of 59 half-hour daytime 
Spots on four networks in 1940. 
Noting that tests showed that ap- 
proximately 76.8% of the available 
audience had sets turned off dur- 


ing this soap opera period, FCC 


METHODS _ 
METHODS 


'T Publishing Co., MOUNT MORRIS, ILL. 


81 


|even the new Broadcast Measure-|“impact of commercials” and of 
|/ment Bureau might take over the | programs as a whole, and even “4 
work of CAB, are to be dis-/| become a “clearing house of radio 
counted. data.” 

Both Mr. Kobak and Mr. Brophy | Meanwhile, CAB is expected to 
have been away and Mr. Brophy | issue soon its most detailed report, 
will not return until March 10.|covering 10 pages and showing 
All three members are said to be/item by item the differences in 
working out separate memoranda. |techniques employed by CAB and 
Their differences later probably | Hooper. 
will be reconciled into a single re- In addition to his other duties, 
port to the CAB board, although|Mr. Elder this week was named 
Mr. Elder admits they “don’t see|chairman of a new radio council 
eye to eye.” of the Association of National Ad- 

May Drop Ratings vertisers, formation of which was 

Mr. Elder was a pioneer user, announced at the -_ oe 

and Lever is now the largest user. here last November. The director 


of the Nielsen Audimeter method for this 900,000-8-year Opetaten 
of audience measurement. Mr. has not yet been named. 

Kobak has expressed himself pub- 
licly against both the duplication | 
and “inadequacy” of all present 


| program rating services. 
The place and date of the meet- | It is possible that the committee 


ing have not been determined. At ‘may recommend that CAB aban- 
least until then, both Mr. Elder don the field of program ratings, 
and Mr. Kobak told ADVERTISING where it is directly competitive 
AcE, reports, which intensified this with Hooper and Nielsen, and con- | 
week, that C. A. Hooper, Inc., or|cern itself with such things as the | 


said advertisers nevertheless pre- 
ferred this type program because 
“they are the cheapest among all 
network shows to produce,” and 
because of their sponsor identity 
and sponsor use index. 


CAB ‘Live or Die’ 
Committee Expects 
fo Act This Week 


New York, March 7.—The future 
course of the Cooperative Analysis 
of Broadcasting will be outlined 
at a meeting next week of a spe- 
cial committee appointed by CAB’s 
board of governors, and composed | 
of Robert F. Elder, assistant to the 
president of Lever Bros. Company, 
chairman; Thomas D’A. Brophy, 
president of Kenyon & Eckhardt, 
advertising agency, and Edgar 
Kobak, president of Mutual Broad- 
casting System. 


‘Clear Imbalance’ 


“An advertiser may prefer a 
soap opera appealing to only 1,- 
000,000 listeners, indelibly im- 
pressing his name on two-thirds 
of them, to a non-soap opera pro- 
pram appealing to 2,000,000 but 
impressing less than two-thirds,” 
FCC observed. 

“Whether or not the reasons 
cited for the popularity of soap 
operas among advertisers are the 
decisive ones, it is clear that the 
result on many stations has been 
a clear imbalance of programs 
during the daytime hours.” 


SIGHS OF LONG LIFE 
FOR QUANTITY BUVERS 


THE ARTKRAFT* SIGN CO. 
Division of 


Artkraft* Manufacturing Corporation 
900 Kibby St., Lima, Ohio, U.S.A. 


Names Henning 


W. J. Henning has been named 
general manager of sales of west- 
ern Canada for Robin Hood Flour 
Mills, Montreal. 
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Fat Salvage Campaign 


Runs in LEADING WEEKLY NEWSPAPERS 
Published in County Seats in the U.S. 
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PHOTOGRAPHIC REVIEW OF THE WEEK 
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r'S A MYSTERY—Sharpe & Dohme has turned to miniature "whodunnits” like 
is in an effort to get through the roadblock against direct mail set up in doc- 


offices. Riley Brown turns out the thrillers which are aimed to rivet at- 
tention and slip in a sales message innocuously. (Story on Page 32.) 


T MICHIGAN DAILIES MEETING—Left to right are Roland Neff, manager 
bf public relations, R. G. Le Tourneau, Inc., Peoria, Ill., principal speaker at a 
eeting of the Michigan League of Home Dailies; John Kennedy, president, 
ranch County Manufacturers Association, co-host, and Earle Davidson, host- 


d 


publisher and president of the newspaper group. (Story on Page 68.) 


88 years at fine whiskey-making 
makes this whiskey good 


IMPERIAL 


Ktiram Wuailbers . Denied Wha hey 


PALLERY ART—Thomas Hart Benton made the painting for this Hiram Walker 


latest of the national magazine series for the distiller's Imperial whisky. 
Foote, Cone & Belding, Chicago, is the agency. 


Do you get npset i ea3 unexpected guests drop in? 


» Our reawing ropasiers asker fells foom all aver the connery 


QUESTIONS ANSWERED—The current 
Loose-Wiles Biscuit Co.'s campaign for 
Hi Ho crackers uses a row of pictures 
of consumers, who answer a question 
that forms the theme of the accom- 
panying copy. The series is running in 
color in The American- Weekly, Look, 
Metropolitan Group and Parade, and 
in black and white in selected news- 
papers. Newell-Emmett Co., New 
York, is the agency. 


SIGN OF SPRING—This new display 
for P. Ballantine & Sons has a three- 
dimensional effect, with the hot dogs, 
held over the flames on a stick, and the 
fire projected in front of the picnickers. 


ECONOMY UNIT—This compact house 
utility unit, including Norge refrigera- 
tor and range, as well as furnace, may 
be sold for $1,300 by Ingersoll Stee! 
division of Borg-Warner Corp. Trade 
Development Corp. is the agency. 


ON THE BALL PENMEN—Milton 
Reynolds, right, chairman of Reynolds 
International Pen Co., with, left to 
right, Stanley Scheary and Julian Levi, 
vice-presidents, and Franklin Lamb, 
president. (Story on Page |.) 


Hone’ howls make heard happy — Overeas! 


Now you can again send Flowers-by-Wire 
to the British Isles...via International FID Service 


Quite often. when you wish to cxpress wour finer, Ishes quickly, easjly and imexpensively .. . 

most sincere thoughts of love. of congratulation, via International FTD Service, 

or of best wishes for a spevial orcasion ... vou Simply give your flower order to any Hoviat in 

ean sey @ with flowers more simply and more the U. 5. or Canada whe dispiays the FT DA, 

beautifully than with words seal. Hell do she rest, And you'll be happy in 
And new, roany people will be glad to learn keowing that your flower and droayhts wilt he 

that they can again wire Hower tw the British delivered overseas... in a matter of hours 


bn amy eveite—wire Flowera- 


INTERNATIONAL FLORIST S* TELEGRAPH OELIVERY 
484 East Grand Boulevard, Detroit 7, Michigan 


FLORISTS WIDEN SCOPE—First promotion for International Florists’ Telegraph 

Delivery, the world-wide flowers-by-wire service of the Florists’ Telegraph De- 

livery Association, Detroit, is this color page, scheduled for national magazines 
next June and July. Grant Advertising handles the account. 


AT MILWAUKEE MEETING—Thomas H. Beck, Crowell-Collier president, at 

right, was guest speaker at a meeting of the Milwaukee Ad Club Feb. 28. With 

him, here, discussing plans for the Milwaukee Centurama, are A. Walter Seiler, 

president of Cramer-Krasselt; Ira A. Bickhart, executive director of the Cen- 
turama, and Mayor Bohn. 


} Senet 


HISTORY—"'Quest for Fortune" is the title of the Claude Buck painting, sym- 

bolizing the history of the pioneer West, which has been reproduced to make 

this display for distribution by Acme Breweries, San Francisco, to its licensees. 
Brisacher, Van Norden & Staff is the Acme agency. 
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MYSTERY 


INFLUENCES 
MILLIONS 


= loves that rapt, hold-your-breath feeling of a good mys- 
tery. The art of attracting by mystery is as old as Eve—its allure irresistible. 
That’s why the thrillers and chillers of radio, cinema, stage and fiction are 
so popular: why the entertainment appeal of mystery proves so profitable in 


moving merchandise. 


There is one mystery man among mystery men —“The Phantom”— 
lord of the jungle, “the ghost who walks.” Is he real? Nobody knows, but very 
substantial facts are available about him. Week after week he intrigues an 
audience of 20,000,000 readers of Puck-The Comic Weekly with his strange 
and eerie exploits. The spine-tingling suspense of his adventures has made 
him a top favorite in 6,500,000 homes in the richest and most concentrated 
markets of America. 


The Only National Comic Weekly 


The drama of life itself is reflected in the laughs, loves, thrills and 
tears of the all-star cast of the only national comic weekly. Distributed through 
15 great Sunday newspapers, The Comic Weekly is an entertainment must for 
the whole family, for among its features are the humor of “Jiggs and Maggie.” 
“The Little King.” “Donald Duck,” ““The Katzenjammer Kids,” and “Snuffy 
Smith”; the romantic episodes of “Tillie the Toiler” and “Blondie”; the ad- 
ventures of “Flash Gordon.” “Prince Valiant.”’ and “The Lone Ranger”; 
and the mishaps of “Little Annie Rooney.” 


These stars of The Comic Weekly are available to go to work as a 
sales force for companies who associate their advertising with the tremendous 
entertainment power of Puck-The Comic Weekly. 


THE COMIC WEEKLY 


... FOR LAUGHS, LOVES, THRILLS AND TEARS 


959 EIGHTH AVENUE, NEW YORK 19, N. Y. * HEARST BLDG., CHICAGO 6, ILL. 
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Copr. 1946, King Features Syndicate, Inc. 


World rights reserved 
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WHY YOUR ADS DO BETTER 


IN THE COMIC WEEKLY! 


More Readers at Less Cost 


Puck delivers 572 adult readers for 
each dollar invested. Its tremendous 
“youth readership” is plus value. 
These 572 readers compare with 251 
adult readers delivered for each 
dollar invested in half page or larger 
space by 3 leading national weeklies. 
These figures are based on studies by 
the Dr. Daniel Starch organization. 


“Preferred” Position 

for Every Ad 

The number of ads in each issue is 
limited... only one to a page. Thus 
every ad is spotlighted and gets un- 
divided attention from Puck’s more 


than 6,500,000 families. 
GO% Key Market Coverage 


Puck alone, through its tremendous 
circulation, provides up to 90% 
coverage in 606 cities of more than 
10,000 population. In these cities 
more than 60% of all Key City retail 
business is done. 
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